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Four Typical Ex- 
amples of the 
Davidson $3 
Line. 























The New DAVIDSON 
Line of $3 Retailers 


Get out your pencil 
and check these points 


C) A complete line of blacks, tans, sports—built to set a 
new and higher standard of value in the $3 field. 


0) Incorporates good materials throughout — genuine 
Kip of good smooth quality and weight in all upper 
leathers. Leather quarter linings—Goodyear dress welts 
—Oak Bend Soles—Leather, and rubber, heels. 


C) Includes twenty different styles—every pattern a 
knockout with a 6 to 11 size range, and widths B, C and D. 


0) Unbranded—100% instock—and ready for immedi- 
ate deliyery. 


There’s real profit in this Davidson line of shoes, for the 
retailers who act fast. Don’t let this line get away from 
you. 


If our salesman hasn’t been around your way, write us 
today. Catalog and prices will be mailed immediately. 


This Line will be displayed in Room 332, Jefferson 
Hotel, St. Louis, National Convention—Jan. 7-8-9-10. 


DAVIDSON SHOE COMPANY 


NASHVILLE e TENNESSEE 


A Division of General Shoe Corporation 







When writing advertisers please mention Boot and Shoe Recorder 
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THE VOICE OF 


HE shoe outlook for 1934, 

gathered by William Girdner, 
secretary of the National Council of 
Shoe Retailers, is here represented 
by the opinions of shoe men speak- 
ing for nearly 2000 stores. As ma- 
jor operators in retailing, they fore- 
cast a better year ahead. 


CAPITALISM 
[cer yet 


<8 





Ces 


ARD MELVILLE, president 
Melville Shoe Corporation, 
also president National Council of 
Shoe Retailers, Inc: 
“Considered from both the social 
and business standpoints, 1934 will 
be a period filled with greatest hope 


for the outcome of the remarkable. 


economic development labeled NRA. 
There has been an encouraging in- 
crease in business in the last three 
quarters of 1933 which should be 
maintained and consolidated in 
1934. While we do not expect, do 
not want, in fact, anything in the 
nature of a boom, we nevertheless 
look for a substantial improvement 
in sales over 1933, and are budget- 
ing accordingly. Our business com- 
menced to improve during May, and 
it has maintained a firm tone ever 
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_ three directions. 


since, not even an advance in prices 
on all lines of shoes affecting it ma- 
terially. For the first six months 
of 1934, therefore, my company 
plans to open new stores at the rate 
of one a week, a schedule which 
compares favorably with any like 
period in our history. 

“Whether 1934 will witness any 
great changes in our economic or- 
der cannot now be said. But it will 
be recognized that the road of our 
economic development branches in 
One branch leads 
to unrestrained communism. A sec- 
ond branch leads to government in 
business, or state socialism. The 
third is the road of an enlightened 
capitalism, which has a new and 
economically reasonable attitude 
toward limiting its hitherto uncon- 
trolled powers. 

“This route of an enlightened 
capitalism, the route charted by 
President Roosevelt and the NRA, 
is the one which business must and 
shall travel henceforth; afid the 
comfort in which it travels will be 
in exact ratio to the willingness with 
which it cooperates with and in the 
national recovery program.” 

* * * 


. KARL, president Karl’s Shoe 

¢ Stores, Ltd. (Los Angeles) : 
“Our business has shown a sub- 
stantial increase since April 1, and 
we have opened during the year 
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THE TRADE 


1933 ten additional stores. We in- 
tend to open about ten new stores 
during 1934. There is no doubt that 
NRA has helped very considerably, 
although many other measures 
taken by the Administration deserve 
part of the credit for the improve- 
ment in conditions.” 


* *% * 








AUL C. WOLFER, vice-presi- 
dent and general manager W. L. 
Douglas Shoe Co.: 

“The policy of the W. L. Douglas 
Shoe Co. for 1934 is one of optimism 
and confidence. Our experience of 
the past year can be turned into 
great benefit in the year to come. 
We have especially learned during 
1933 to adjust our business prompt- 
ly to whatever economic change 
might develop and take advantage 
of it. 

“Moreover, we believe that the 
real benefits of the NRA and such 
governmental undertakings as the 
PWA, the CWA and others are still 
ahead of us, and we will support 
our Government wholeheartedly in 
its efforts to reestablish earning and 
buying power in our country. 





“We will continue in the New 
Year our policy of supplanting cer- 
tain stores with up-to-date units in 
good locations, while additional 
stores will be opened as good loca- 
tions at reasonable rentals become 
available. 

“Douglas shoes will be advertised 
during 1934 more extensively than 
ever before, both for our stores and 
for our dealers. In short, we be- 
lieve the time is ripe to apply the 
old saying, “The gods help those 
who help themselves’.” 


* * * 


OBERT W. SCHIFF, president 
The Schiff Company (Colum- 
bus, Ohio) : 

“We find our President and the 
Federal Government earnestly try- 
ing to better the fundamental eco- 
nomic position of our country. We 
all recognize that they have met 
with a degree of success. Few doubt 
the ability of our leaders; none can 
question their sincerity. It is true 
that we are still far from the desired 
goal; for example, credit has so far 
expanded but little. There must be 
a marked improvement before we 
will reach the level we understand 
to be ‘normal’. But that improve- 
ment is confidently expected—and 
in 1934.” 

* * * 

A. GALLENKAMP, presi- 

¢ dent Gallenkamp’s Stores, 
Inc. (San Francisco) : 

“The Pacific Coast had a most 
successful holiday business and 
there is noquestion but that it should 
be attributed to the NRA, and no 





reason why it should not continue. 
The NRA has built a firm founda- 
tion for 1934. 

“Recently Northern California put 
to work three hundred and seventeen 
thousand unemployed, who earned 
approximately seventeen million 


dollars in the month of December 
alone. The Northern California and 
San Joaquin Valley water project 
has just been voted. This will mean 
greater development and activity for 
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BUT WE HAVE 
>) EXACTLY 
WHAT YOU 

WANT 


ma “gg 





as 


CONCENTRATION 


—Mr. R. E. Freeman of Beloit, Wisconsin, 
in a splendid editorial he has prepared in 
booklet form, lays emphasis on Concentra- 
tion. 

—This editorial, which bears the caption 


“What the Depression of 1929-1933 
Taught the Shoe Retailer,” cites flagrant 
mistakes of the past and then points the 
way to better, more profitable retail mer- 
chandising under the “New Deal.” 

—The day when the shoe retailer carried 
57 varieties of shoes in stock has faded 
into the obsolete past. 
—Today, a well-balanced stock consists of 
fewer lines, but more complete lines. 
—Yesterday many sales were lost because of 
too much stock but too little selection in 
styles and sizes. 

—The 1934 stock must be so selected that 
no customer will be turned away because 
of lack of lines and needed numbers. 


t.-e... 


President. 








the coming year, although of course 
there are spots where industries will 
lag somewhat. But the rejuvenated 
vineyards of California will repre- 
sent almost an entirely new busi- 
ness and the entire coast will benefit 
as a result. 

“We have opened six new stores 
in the last six months. They are 
already profitable units and are im- 
proving steadily. While our future 
policy as to expansion has not been 
determined, it is probable that we 
will open on an average of one new 
store a month in 1934.” 

* * * 
A. MILLER, president Miller- 
¢ Jones Co.: 

“There are many evidences that 
the worst phases of the depression 
are now behind us, and that we are 
slowly but surely working toward 
better conditions. There are very 
definite signs of an economic recov- 
ery in Europe, while in this country 
industry is rapidly coming to realize 
the benefits of operating under 
codes and is administering and 
complying with its codes in 
good faith. This action on 
the part of industry accomplishes 
three things: a wider distribution of 
employment, a better wage income 
for workers, and better earnings for 
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industry, all of which make for 
greater purchasing power. Add to 
these trends the immediate priming 
effect of CWA employment upon 
purchasing power, and the realiza- 
tion of a better demand for con- 
sumer merchandise seems certain. 
Over-enthusiasm and ballyhoo are 
never wise in the conduct of busi- 
ness, but—the time has now come 


to move forward with confidence.” 
* * * 


e 
L. FRIEDMAN, president 
e A. S. Beck Shoe Corpora- 
tion: 

“In my opinion the degree of re- 
covery in business attained up to 
the end of 1933 was most encourag- 
ing, with every indication that the 
new economic order is paving the 
way for further gains and the ulti- 
mate return to safer times. 

“TI believe that business organiza- 
tions with a record for fair dealing, 
efficient management and _ honest 
merchandise should strive, more 
than ever, to maintain these high 
ideals which in the end must bring 
about recovery for the benefit of 
both industry and labor. We will 
then have accomplished the task of 
creating a true partnership in busi- 
ness. I look forward with confi- 
dence for continued gains in busi- 
ness and reemployment of a great 
many workers, idle at the present 


time.” 
* * * 


AMES WRIGHT, president G. R. 
Kinney Co., Inc.: 

“With the whole country solidly 
behind the President and his able 
lieutenants in their efforts to win 
back economic stability, 1934 should 
witness an even greater increase in 
business than was in evidence in the 
last three-quarters of 1933. Stocks 


mult 1iPLY THAT BY ' 
\ohe= 
mitt e 





and inventories are low as a result 
of three years of hand-to-mouth buy- 
ing and clearances, and all that is 
now necessary to consolidate our 
gains is some real activity in the 
capital goods industries. 

“In the last three years the 
United States may have been 
knocked down, but certainly it was 























never knocked out. It is on its feet 
again, and as the rounds develop, it 
will prove its great recuperative 
powers. The years 1929 to 1933 
were years of bitter training, but 
business can thank them for putting 
it into condition to advance once 
more. May the new set of oracles, 
unlike those of ’28 and ’29, learn 
the lesson of cooperation instead of 
saying, as some men did many years 
ago, ‘We are the people and wisdom 


will die with us’.” 


* * * 


HE shoe rebuilders’ code will 
be heard at Washington, Jan. 9. 
The code called for 48 hr. a week, 
with a tolerance of a couple of 
hours extra on Saturdays and the 
days before holidays and minimum 
wages of $15 to $20 a week accord- 
ing to the zone—there being three 
zones, graded according to the size 
of the city, town or village. It’s the 
shoe rebuilders’ code and after that 
there won’t be cobblers any more— 
at least officially—although “The 
Cobblers’ Code” would make a 
pretty good headline. 
* * * 


HE Voice of the Trade section 

in the Big Number of Dec. 30, 
1933, was of such major interest to 
General Hugh S. Johnson of the 
NRA, that the opinions therein ex- 
pressed were lifted bodily and dis- 
tributed to 10,000 newspapers and 
all points of public relation contact. 
From time to time the RECORDER 
has been most fortunate in being 
able to serve as an unofficial press 
agent for the entire industry. As 
time goes on, we will discover “in- 
dustries must fight industries for 
the customer’s unwilling dollar” and 
some day all the groups of the trade 
will get together in harmony over 
the fitting stool through education of 
the public in the greater use and 


satisfaction to be had in footwear. - 


Some industries do a superb job 

through public relations—few in- 

dustries ignore it as much as shoes. 
* * * 


ENUINE moose leather is used 

for high grade Winter sport 
shoes. The leather is brought in 
from Canada where it is tanned by 
the old Indian process. It’s treated 
with oils and greases so that it won’t 
freeze at 40 below. When shoes 
freeze at that temperature, they’re 
apt to crack like glass. 
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JAMES H. STONE EXONERATED 








NANIMOUS opinion as to the honesty and integrity of James H. Stone 
was verified by the verdict of the jury of “not guilty” returned ten 
minutes after it had retired, following trial on charges of embezzlement 
of funds of the National Shoe Retailers Association. Mr. Stone had been 
indicted in October, following confessions by Mrs. Elizabeth C. Burnett, 
employed by national headquarters as Miss Beth Mack, bookkeeper and 
cashier, indicating a peculation of over $30,000 over a period of years. 
The trade was shocked to hear of the misappropriation of association 
funds, but it could not believe Mr. Stone had any part in the defalcations. 
His life’s work as editor of The Shoe Retailer, then as publisher, and then 
as manager of the N. S. R. A. for a period of nearly five years had demon- 
strated his honesty, sincerity and truthfulness. It was a bitter blow to 
him to terminate his services on the grounds of “inefficient management 
and conduct of the office” because of irregularities and forgery of a sub- 
ordinate and a most horrible revealment of peculations over a period of 
years. Implications that he was charged with being an accomplice shocked 
and astonished the trade. 

Vindication of his good name and character must, however, come from 
trial in court and complete exoneration now dispels the false charges made 
and restores to Mr. Stone his standing in the industry. Handwriting ex- 
perts declared his signature forged, and he proved his absence on associa- 
tion business when other forged checks were cashed. The charges against 
Mrs. Burnett will be pressed by the State of Illinois. 

We refrained from publishing the charges, for an injustice might have 
resulted through rumors, gossip and exaggerated reports. But now the 
story can be told. Mr. Stone stands vindicated as innocent of the charges 
and, although he has suffered the tribulation of indictment and trial, he 
must be happy to know the trade suspended judgment until the truth had 
been established. It was necessary for the courts to hear the whole case, 
so as to unravel the truth, and both the association and Mr. Stone wanted 
proof by trial. He stands again in the center of our friendships—an honest 
man. 
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HOW THEY PLAN 


To Turn MORE SHOES 
into Dollars—at a PROFIT 


Retail Selling and Promotion Plans for 
the Coming Season 


By HARRY R. TERHUNE 


the shoes in the United States. The place in 

which to find out what shoe men are thinking 
and planning for 1934 is in shoe stores—their own shoe 
stores and departments. 

Come with me on a fast trip so that we may pick 
up some headline store operations. Shoe men inter- 
viewed are agreed on at least two important subjects— 
that they should buy on the market and sell on the 
market—that they should hold very few sales. 

Definite plans and policies for 1934 were long since 
made by many executives. We asked Harvey L. Farr 
relative to the general operation policy of the Farr 
Bros. stores in Allentown, Reading and Bethlehem, Pa., 
and found that first in importance to this forward look- 
ing organization is that of adapting four major selling 
seasons. Second, being a definite price and buying 
policy. 

“Farr Bros. will capitalize on the four natural sell- 
ing seasons and have four major openings. We will 
buy and merchandise for these seasons, which are as 


follows: 


“Pre-Easter . 


H« is the RECORDER Shoe Store, selling all 


....March 15 to June 1 
“Summer. . . ..+e+.ee..June 1 to late July 
“Early Fall : eenesie Aug. 15 to Oct. 1 
a I eS: Oct. 1 through December 


PRE- EASTER 








“A Mid-Summer sale, about Aug. 1, and a Winter 
sale, Jan. 1, will be our large sale promotions. A store 
of our standing would certainly be cheapened if we 
ran too many sales. Two a year is enough to keep the 
stock clean. Nothing hurts business more than con- 
tinuous sales, 

“No matter what the market may be, whether 
it be rising or falling, our merchandising policy 
will be ‘BUY SHORT.’ We will always cover a 
fair percentage of our anticipated needs, but we 
will always be ‘OPEN TO BUY.’ 

“Buying plans which entail commitments well under 
the planned sales for a given period, regardless of 
whatever ballyhoo that may be having a current vogue, 
will prove to be sounder plans than those which may 
be swayed by the cry of the pack. For proof of that 
contention look back for the past six months’ business. 

“During August the popular tune being sung in the 
ears of all buyers was to the effect that if they did 
not over-buy, they would pay much more for their 
goods and possibly they would not be able to get the 
merchandise at all. Many were swayed by this propa- 
ganda—and to their sorrow. Now we are experiencing 
a wave of cut-throat competition which was caused by 
over-buying. 

‘“*A store that is satisfied in doing a gaining busi- 


| SUMMER | 
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ness, both on profits and gain in sales, and does 
not try to gamble in staples too much, stands a 
pretty good chance of attaining that end if it does 
not have an over-load of stock. 

“A policy recently adapted having to do with flexible 
prices on the named lines will be continued. There 
will be two retail prices on our named lines which 
will be fair to our consumers. This will mean that no 
matter which way the market goes, the stores’ retail 
prices will be able to follow without upsetting the 
trade. The main thought is to keep to present lines 
and prices and to plug away at lines which have a 
proven sales appeal.” 


N Lancaster, Pa., our good friend, B. W. Shaub, had 
this to say relative to the song hit, “Honey, are 
you making any money, that’s all I want to know.” He 
states that a shoe man who pays his bills stands a much 
better show of making money. 

“There is no money in lazy shoes on the shelves. 
Turn shoes into money often, but at a profit to the 
store. Study the stock thoroughly. Get down to 
the right pairage. Even put P.M.’s on sale shoes 
for quick action.” : 


Fresh goods on the shelves sell better than old goods. 
It costs money to try to sell old goods. Old goods are 
harder to sell than fresh goods. It is impossible to 
make money in carrying over old goods. Sales per- 
sons like to sell fresh goods. Fresh goods are easier 
to advertise and to display. Customers like to buy 
new fresh shoes, so with all these arguments in favor 
of new fresh merchandise, the obvious question is, 
“Why do not stores carry only fresh goods?” The 
equally obvious answer is that it takes money to buy 
fresh goods and the stores do not have the money to 
buy this wanted stock. 

Why? Lack of a predetermined plan which takes in 
account the normal stock peaks and how to meet those 
bills when they become due. 


This we know: If goods for a shoe store are 
bought with a free and unworried mind to a stock 
that is hungry, the chances of the shoes being sold 
at a profit are extremely good. 

The big thing is having the stock in liquid shape so 
that one can take advantage of immediate buys. 


How to Pay Bills 


A shoe man has enough daily problems without being 
continually worried as to how he will pay his bills. It 
is, therefore, necessary that orders be planned out so 
that all bills will not be due at the same time. A cal- 
endar right on the proprietor’s desk, marked with the 
dates when a peak stock must be in the store, is a 
great help in planning delivery dates. 

“In this store we always clean up all loans by the 
end of January. We have the receipts for the Christ- 














mas business plus the money taken in from the sale 
which starts the day after Christmas. The Jan. | in- 
ventory is not just a count summary but represents a 
careful going over of line by line. 

“A shoe man must act quickly and decide dur- 
ing January, what to sell. If he doesn’t turn his 
shoes into dollars in January, he is licked for the 
coming season. 


“With the loans all cleaned up in January, it is 
easy to walk into the bank along March 15 and stand 
a good chance of getting whatever accommodations 
are needed—provided, of course, the store has always 
met its previous obligations on time. 

“February and March present their own financial 
problems, for with Easter coming April 1, 1934, the 
peak of business will be from March 15 to April 15. 
If planned right, shoes will come in so that the bills 
will not be due until April 15. 

“When a store has very few bills coming in during 
December and July, they can pay off their loans by 
Jan. 10 and July 10 and so start in the next few weeks 
with a clean slate. I have the confidence of my banker, 
for when I make a promise to him, I always keep it. 

“Our success is the result of getting rid of shoes. That 
old phrase that ‘the first loss is the smallest loss’ is true. 
Bear in mind, however, that we do not favor sales other 
than the regular semi-annual ones, and that our store 
has continuously sold only well-known, recognized 
brands of merchandise. It is possible for a store to 
conduct business on a high plane and yet turn its stock 
regularly in such a manner as not to disturb business.” 


O get a slant on this sale business, we journeyed 
down to an Ohio River steel town, Steubenville, 
and discovered in the good shoe store operated by 
Branagan & Punke that they have not run a sale for the 
past eight years. And what’s more, they have absolutely 
no intention of running any in 1934. 
Here are their own words: 


“Our customers will be more interested along 
January 15th in new Spring shoes than in last 








Winter’s shoes—no matter what the retail price 
may be. 

“We have operated a family shoe store successfully 
for the past eight years and have never run a sale. Our 
stock right at the first of the year will show a total of 
some 35 pairs of odds and ends. We are starting our 
1934 white season without a single pair of left-over 
shoes. Furthermore, we do not lose customers as a 
result of our no sale policy. 

“If we had sales, we would only be selling our 
regular customers our regular shoes at a loss to us. 
We do not kid ourselves on the value (?) of sales. 
When other stores are placarded with sale signs, our 
windows have a showing of new fresh goods. Customers 
are afraid of stores that are continuously shooting 
sales. We will stick to our ‘no sale’ way of doing 
business for 1934.” 


HAT, men, is a keynote in many good stores. Let’s 

journey down the Ohio River to the next town, 
Wheeling, W. Va., for R. B. Nay continued on this 
thought when he sagely observed that: 

“A customer who does not have confidence in a 
store is difficult to serve. Confidence is hard to 
get but easy to lose. 

“I feel that shoe men have a real mission—a much 
greater mission than to merely sell a pair of shoes. I 
feel way down deep that unless a man feels likewise, he 
has no reason for trying to conduct a retail shoe store. 

“Of course, in servicing a customer properly, a store 
must not only have dependable shoes, but they must 
have the right styles and what’s more, the right sizes 
and widths, because foot comfort is of prime im- 
portance. 

“To service one’s trade well, one must know that 
trade intimately. This cannot come from studying size 
records but from actually knowing the likes and dis- 
likes and the reasons therefor, of that large group 
we like to classify as our own trade. This knowledge 
is only obtained through living in the shoe business 
and living with the trade. 
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“Servicing customers is more than charging dol- 
lars for a piece of merchandise. It is the provid- 
ing of reliable shoes that unquestionably not only 
fit the foot but meet the requirements to which the 
shoe is to be put. 

“Good salesmanship studies the requirements of the 
foot and the conditions surrounding the wear of the 
shoe, and supplies the proper footwear. 

“The public has got its bearings now after more or 
less unsatisfactory experimenting. They all need new 
wearing apparel and will go to those recognized outlets 
that have good reputations. 

“During the coming year we intend to very gradually 
change our grades. Like many stores, we added some 
lower priced shoes than we normally carry. These 
shoes were good for the money and our trade received 
full value. We always will have reasonable prices, but 
during the past three months our business which caters 
to the medium trade, has evinced a strong tendency to 
buy better shoes. 

“We believe that in a very short while we will be 
back in the price fields in which we have successfully 
merchandised over a period of years.” 


HIS question of when and how to run sales and 

promotions is right in the mind of all shoe men at 
the beginning of the new year. E. Belhuneur, who buys 
the shoes for that big department store in Akron, 
Polsky’s, has given this matter considerable thought. 
His 1934 program is already in operation. He knows 
it will make money for his house, and this is what he 
has to say on this all-important subject: 

“Most people consider a promotion as running a 
sale. Our idea of a promotion is the featuring of one 
particular leather or one particular style at regular 
price. Broadly speaking, a promotion is simply the 
dramatization of a shoe or a group of shoes in such a 
way as to bring it to the attention of everyone. 

“My 1934 program will call for very few sales 
and many promotions. The after Christmas sale will 
be all over by Jan. 6. Then we will be ready to start 
the promotion of new goods. A few new Spring shoes 
may be dramatized or we will turn the spotlight on 
some salable merchandise best adapted for this time 
of year, such as the rough leathers (sealskin) or 
whatever new goods we deem will have the strongest 
appeal. Spring shoes will be shown by the 15th of 
January at the latest. The new Spring colors will be 
given their first try-out at that time, but the shades will 
be somewhat toned down. Other promotions will follow 
in logical order. 

“We do not contemplate operating a continuous sale 
during the months of January and February. This idea 
of a wholesale markdown for four or five months a 
year belongs to the dark ages of merchandising. Our 
house will be clean by Jan. 6. In order to accomplish 
that, however, we will not wait until the first of the 
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year, because we started to weed out the bad numbers 
along the first of November. 

“A buyer knows by Nov. 1 just exactly what are 
his good sellers and what are the bad ones. It is good 
business to clean house then because there is no better 
time to sell odd lots and bad buys than in the months 
of November and December, when the stores are 
crowded. 

‘People will pay more money for odds and ends 
and buy them much freer when business is good 
than when it is quiet. 

“During the Fall, the housecleaning operation is a 
very quiet affair as no circus methods are used. A 
gradual markdown is put into effect that is unknown 
to the general public until about Nov. 15, when a short 
sharp clearance does its needed work. 

“There are many advantages in having January 
and February style promotions. A buyer has a 
chance of picking out many sure-fire patterns and 
colors during these early tryouts, so that he is 
pretty well settled in his mind just what will be 
good for his Easter selling. 

“A window full of high style shoes for May wear- 
ing, shown the latter part of January, will sell any 
number of plain shoes right at that moment. We will 
romance on a window of this nature and may have only 
four pairs on some of these extreme novelties. The re- 
action to our trade is that it makes them style conscious. 

“Before the Easter opening, we will probably have 
five or six style promotions. Some will represent value, 
others features, and some prestige only. To get people 
into the purchasing frame of mind, it is necessary to 
attract them to something that interests them. 

“Style promotions in the shoe business have 
been sadly neglected during the past three years. 
Apparently the only thought in the minds of many 
buyers was to see how cheaply goods could be sold. 

“This drove prices down and many good stores lost 
valuable customers. In the anxiety of beating the other 
fellow down to a price, buyers offered cheaper merchan- 
dise than the customers were willing to accept. A careful 
analysis shows that the merchants who were quality 
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conscious have suffered less in volume than those whose 
minds were entirely on volume.” 


HUNGRY stock cannot have hungry salesmen, so 

we asked Herbert J. Rich, of Washington, D. C., 

if his sales force waited on customers or waited for 

customers. “My job is to provide customers,’ Mr. Rich 
told us. 

“The chief job of retail shoe salesmen is to sell 
shoes,” he continued. 

“Many men are satisfied to sell ONE pair of shoes 
to ONE customer. If they do that, they are content. It 
never occurs to many shoe salespeople that the cus- 
tomer they are serving at the moment have either near 
relatives or dependents who are constantly in the 
market for footwear. 

“Discreet questioning by well-coached sales _per- 
sons will ascertain from a woman if there are children 
in the family; from a man, if he has a wife, etc. This 
questioning may be done in such a manner that the 
customer will feel that an interest is being taken in their 
personal affairs. On the other hand, this asking of 
questions can just as easily be the means of arousing 
the customer’s resentment. It must be done right or 
not at all. 

“All stores know the family connections of their 
regular trade. It is the casual customer which is to 
be questioned. Regular store customers are the easiest 
to interest in the special or new offerings of other 
departments. Men buying shoes have in many cases 
been surprised to learn that we have an active children’s 
shoe department three floors up. A great many direct 
and future sales have been traced to inner-department 
suggestions. We know that many extra sales have re- 
sulted in this store advertising within our own walls. It 
is simply a case of doing a better job on our own trade. 

“During our store meetings our entire staff is con- 
stantly impressed with the fact that their living comes 
from the selling of shoes. Every day when they spend 
their own money, whether it be to the butcher or to 
the gas station man, they spread the word that they are 
selling shoes. Many extra sales come that way.” 
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GET SOMETHING DIFFERENT 


Energy, Imagination, and Initiative Still Pay 
BIG DIVIDENDS 


Based on an interview with Samuel H. Goldberg, Manager 
of the Watertown Shoe Company, Watertown, Mass. 


IS store is neither large nor spectacular. It is 
H only typical of the better class local shoe store. 

His location is neither unusual nor impos- 
ing. It is merely a good site on the main street of a 
Boston suburb. 

The man himself is neither giant nor genius. 

Yet Samuel H. Goldberg could mention some highly 
interesting—and remarkable—facts about his business 
which would astonish the casual observer. 

For example: 


1. Half his customers have never seen his store, yet 
only a small part buy by mail. 

2. 10 to 40 pair orders are so common as to be 
all in the week’s business. 

3. A large part of these large orders come in 
voluntarily from nurses’ schools who are so “sold” 
on his values and service that specific solicitation is 
unnecessary. Experience has proved to Mr. Gold- 
berg that once sold they will call him when shoes 
are needed. 

4. Over 3000 active names have been included at 
one time in his list of mail customers—many of them 





representing nurses who refused to buy elsewhere even 
though they had moved away. 

5. Finally — and most important — the Watertown 
Shoe Store sells each year at least double the volume 
of shoes which the most optimistic observer would 
estimate. 

Sound, energetic, genuine salesmanship is the driv- 
ing force behind this extraordinary success. 


AY back in early automobile days, Samuel H. 
Goldberg was already selling “extra values” to 
customers—with profit to himself and them. Doctors, 
he knew, needed dependability above all else. A new 
motor car, free from the hazard of freezing, appeared 
on the market. By making it his job to inform doc- 
tors about this new “value” for them, he benefited both 
himself and them—with outstanding success to both. 
When, about ten years ago, he accidentally came 
into possession of the Watertown Shoe Company, Mr. 
Goldberg knew nothing about shoes. But he reasoned 
that the same selling philosophy which had been so 
successful in selling automobiles should be equally 
valuable in selling shoes. Ever since he has been ob- 
serving the needs of those who buy shoes and studying 
the various types of shoes and kinds of shoe mate- 
rials—always in the search for some new feature which 
will be of particular value to prospective customers. 


Whenever and wherever he finds something new 
which these customers need, Mr. Goldberg steps out of 
his store, takes the story to the buyer. He sells shoes 
on the basis of the extra value or extra service which 
he has found they need—with resulting profit to both 
parties. 

This double aspect of “profit” is a point Mr. Gold- 
berg stresses. “No buyer and seller relationship is 
completely satisfactory unless there is profit to both 
sides. To insure my profit, I must get a fair price for 
my shoes. To insure profit to my customers, I must 
make every effort to offer them whatever the shoe in- 
dustry offers that is best adapted to their needs. Un- 
less customers receive ‘profits’ in the form of extra 
values and services they will not voluntarily come back 
year after year.” 

Nurses’ shoes, carrying a Darex sole, have brought 
Mr. Goldberg perhaps more sales—and more satisfied 
repeat customers—than any of his many other suc- 
cessful promotions. The way in which the idea first 
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came to him well illustrates the value of being con- 
stantly on the alert for new ideas. 

“I first heard of this sole by pure accident about 
three years ago. I was talking one day with one of 
the men from the machine shop of the Dewey and 
Almy Chemical Company. He happened to mention 
that they were bringing out a new kind of shoe sole 
which would be made on a felt base and therefore 
quiet, slip-proof, light-weight, and also waterproof, and 
_ yet permitting the foot to breathe normally. 

“My wife has been a trained nurse, so I knew that 
many nurses and nurses’ schools did not feel entirely 
satisfied with the shoes available then. This new kind 
of sole seemed to have several points of special ad- 
vantage for nurses’ wear. 

“In order to test the sole and to be sure I was on 
the right track, I had several pairs of nurses’ shoes 
made up with the new soles. By explaining to 
the superintendents of several hospitals with nurses’ 
schools that I wanted to test a new feature which ap- 
peared to offer special advantages for nurses’ wear, | 
was able to give them the shoes and have them tested 
under actual wear conditions. At the same time I was 
able to do them a favor in an acceptable way, estab- 
lish a reputation for careful testing, and gain invalu- 
able good will. 

“Within a couple of weeks, reports began coming in, 
so uniformally enthusiastic that I knew I had picked 
a winner. As it was near graduation time, I fit some 
of the graduating nurses with shoes. They liked the 
comfort and practicability of the soles so well that I 
received several blanket orders to fit the whole class. 


$6 PY giving the most scrupulous care and attention 
to proper fitting (which is as vitally important to 

nurses as good materials) I added an ‘extra service’ to 
the ‘extra value’ of these soles. In a number of hos- 
pitals within a radius of 40 miles I have now accepted 
full responsibility for the good order of the nurses’ 
feet. Frequently I make arrangements for foot clinics 
to be conducted by Dr. Irving P. Campbell, an expert 
foot specialist, at either the hospital or at the store, 
and occasionally I have to stand a loss on a pair of 
shoes which do not prove comfortable. But all this is 
a valuable service to the hospital and in return I am 
called in regularly to outfit incoming and graduating 
classes. 

“It is just another case of ‘profit’ to both sides.” 

With reference to pricing Mr. Goldberg says, “I 
price my shoes fairly and hold to that one price, but 
occasionally I do receive requests for special discounts. 
After explaining to a girl, however, that a $5 shoe 
honestly priced costs 40c less than if priced at $6 
‘less 10 per cent special discount’ there is usually little 
further question. 

“By keeping a careful record of each girl’s size and 
style preference, I am able to care for their shoe needs 
by mail after they have graduated and moved away.” 








SAMUEL H. GOLDBERG 
Manager, Watertown Shoe Company, Watertown, Mass. 


This story of his success with nurses’ shoes is only 
one of several such profitable promotions but it 
brings out clearly Mr. Goldberg’s selling  tech- 
nique: First, to keep always on the alert for anything 
which may be new and valuable to customers; 
second, to merchandise it effectively to the public. 
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Sell Regular In 1934 
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Begin NOW—in January—to 
sell more pairs at a profit through 
planned promotions every week 


during 1934 


By R. E. Andruss 


IMBEL BROTHERS, New York, staged “The 

(GG Opera” in October, at a cost of $10 for dec- 

orations to dramatize the promotion idea. 

They increased the sale of opera pumps TEN-FOLD 
—at regular prices. 


That’s “selling regular,” and selling more pairs 
at a profit. 


There are selling ideas in every single style and 
type of shoe in your stock that can be played up— 
dramatized—in ads and displays, to sell more pairs 
at a profit. 


“Shoes to wear with new Spring prints” can be 
dramatized with a dress illustration of the shoe ad, 
and a dress or short lengths of prints in the window 
display. 

“Washable whites” can be dramatized by show- 
ing them being washed in the ad, and using a dish 
of water and a cloth in the window display. 


Work shoes that stand the wear and tear of 
Winter’s ice and frozen ground can be dramatized 
by placing the shoe sole so that it seems to touch 
a turning grindstone. “They stand Winter’s grind.” 

It’s not difficult to create promotion ideas if you 
go about it right. 

Make a list of all the selling pointp—FACTS— 
of any shoe or group of shoes you want to feature. 
If there’s an interesting story about them, get that 
too. 





Small ads and simple windows will sell more pairs at a profit 
when they dramatize IDEAS based on facts about the merchan- 
dise that are of interest to the customer. 
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—More Pairs at a Profit 


Next, picture in your mind the type of customer 
who would be most likely to buy that style or type 
of shoes. 

Then decide which FACTS will be of greatest 
interest to the prospective customer. 




























Finally, figure out how the most important fact 
or facts can be “staged” or dramatized so that the 
prospective customer who reads your ads will get 
the point quickly and clearly, and FEEL that he 
or she should have those shoes. 


Even if part of January or February is devoted 
to a clearance sale, there’s still opportunity for 
“selling regular” those lines that do not require 
mark-down. 


When a program of weekly promotions is 
planned in advance, AND FOLLOWED, dramatiz- 
ing the interesting facts about the merchandise 
week after week, you’re bound to sell more pairs at 
a profit in 1934. 

The sketches show five of the many possibilities 
for “selling regular” in January and February. 
Local demand will suggest others. 
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Business Is Behaving, and How! 


rides the hope that in 1934 business will again 
be an honorable profession, the chisel and the 
hammer thrown away and the golden rule polished up 
and found workable. Perhaps we have seen dishonesty, 
misrepresentation and cunningness thrown away as 


fheorsy the length and breadth of this country 


tools of trade. 


Let’s hope this is true and that under the codes 
straightforward and honest business will prevail. Mer- 
chants had an opportunity to do collectively what 
they could not do individually. In a recent speech 
General Johnson said “This is an era of organization. 
We have passed the point of individual action. There 
is scarcely an industry, trade or calling in which the 
individual is more than a working part.” 


Now we have an opportunity in 1934 to show what 
collective effort can do to attain and maintain high 
standards of business practice. No one can help but 
appreciate the potential power for good in coopera- 
tive self-government and control by merchants join- 
ing together to enforce the rules of fair play and 
square dealing. 


We have hopes for a new and better era in retail- 
ing. Here and there, through the length and breadth 
of the country, groups of merchants are getting to- 
gether in guilds to correct competitive conditions, 
dangerous to trade and service to the public. 


Already some sterling examples of cooperation are 
to be noted. There has been a minimum of wild clear- 
ance sales ballyhoo-ed to the public and destructive of 
orderly merchandising. Small groups of merchants 
have decided among themselves the dates of clear- 
ances and the types of clearances. Other groups have 
abolished the “contribution” racket with its attending 
donations, programs and advertisements. Stores have 
modified their slogans and their claims of exaggerated 
superiority. In most cases they have done it without 


fanfare. Evidently the tempo of the times is to do an 
honest job in selecting and selling honest goods. 

There are possibilities that Consumers Leagues and 
the like will ask for a declaration of standards in many 
lines of goods as protection to the public and as a 
guide to quality buying. But all in all, the work of 
correcting business practices is being done within the 
trades, and business is behaving, because it is good 
business to_play the game squarely. 


What’s more—business men are enjoying the op- 
portunity of conducting business under rules of good 
sportsmanship. 


But most of these remedies and corrections are 
down the line of setting up controls. 


HAT we hope to see in 1934 is collective efforts 

toward the exploitation and expansion of trade. 
The shoe industry, for example, may need to collectively 
state its case to the public in terms of better shoes and 
better service. The shoe industry evidently considers 
public relations work as being the duty of every man 
in the trade; but we are coming to the time where 
“industry must fight industry for the consumer’s un- 
willing dollar.” 


To expand trade we must carry our enthusiasms 
into public print. Ten lines of text on a coming style 
or footwear trend displayed in 10,000 newspapers 
would do more good in selling goods than all the 
policing of the codes. 


We must now consider promotion in the industry 
with all the tools of publicity. Easter season should 
be planned and promoted with the entire industry hav- 
ing in mind sales at the fitting stool. We would like 
to see the collective spirit of the trade put into action 
toward getting more shoes sold right in every store of 
the country. In the last analysis the real need of 
1934 is selling more shoes, and better shoes with better 
service and better profits per pair. 
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Everylhing.. 


TrOm 


One Reliable Source 





UR customers are not 
C) confronted with the 
necessity for change, nor is 
it necessary for them to shop 
around. In their juvenile de- 
partment, for example, they 
can buy all their boys’, big 
girls’, misses’ and children’s 
shoes at one time from one 
good, reliable source. From 
Poll Parrots right on through 
the lower priced lines, each 
line is complete, and in each. 
line they get the types of 
values that build confidence 
and goodwill. 














Poll-Parrot 
Shoes 


The Nations Favorite Line | 
of Juvenile Footwear | 
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THESE SOLES 


PUT SHOE BILES 
ON THE 


TOBOGCA 


ys can’t keep hearty y ngsters 
from scuffing through pnow, or 
sliding on every glaze of joe — but 











their fun. Just put them in/shoes with 
Goodyear Wingfoot Soles 

No other sole made can/ beat these 
famous soles for long wear. They make 
the whole shoe wear longer— because 
a shoe stands up as logg as its sole 
is good. They’re watefproof, too — 
an important consideration in sloppy 
weather, 

That’s why you'll find these comfort- 
able sure-footed soleg on more shoes 
today than ever — 

Ask for them on n¢w shoes — your 
own as well as chilfren'’s — or when 
having shoes repairgd. You pay noth- 
ing extra for their extra service! 











Wingfoot 


SOLES and HEELS 


q Quality products of The Goodyear Tire 
8. Rebter Comteny. Inc., » Aire Ohio 





YOUTH 
FINDS OUT THE PRIVATE 


WALLACE IRWIN LIFE and LOVES of 
JEAN Pitdesteie 


ADELA ROGERS ST. JOHNS 
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IN 1934 YOU’LL FIND MORE 
SHOES THAN EVER WITH 
THESE MONEY-SAVING 


Real economy is certainly proving its selling power! 


You'll find eloquent proof of that fact in the increasing popu- 
larity of Goodyear Wingfoot Soles. 


No sole ever built can beat them for wear! 
And a tough, longer-wearing sole makes a longer-wearing shoe. 


Those are the facts which have been told over and over again 
— countless millions of times —in Goodyear Wingfoot Sole and 
Heel advertising. 


And those facts have rolled up the sales of shoes which have 
these soles — because the public in these times responds to real 
economy. 


If your shoes do not have this selling advantage — it’s wise to 
look into it now! 


WINGFOOT SOLES“ HEELS 


When writing advertisers please mention Boot and Shoe Recorder 











DAVID S. JOSEPHSON 
President, Trenton, N. J. 


AVID S. JOSEPHSON, president, M. A. S. R. A., 

at a recent meeting of the chairmen of the con- 
vention committees, held for the planning and promo- 
tion of this 20th annual meeting, to be held January 
22, 23, 24, 1934, at the Hotel Adelphia, Philadelphia, 
Pa., impressed all chairmen of committees with the 
fact that this year all attention must be directed to 
build a strictly business convention, and that all frills, 
and ballyhoo must be tabooed. 

President Josephson further stated: “Last year I 
made the statement, ‘I don’t belong to that Pollyanna 
school of thought that everything happens for the best, 
that the next administration will solve all our prob- 
lems’-—Now what happened—the Government in its 
‘New Deal’ through N. R. A. has passed on to business 
a mandate to govern itself. What does this mean? I 
would take it to mean that the entire success, or failure, 
of N. R. A. and affiliate organizations will depend on 
how well business men apply themselves, and cooperate 
in a spirit of loyalty and justice to their neighboring 
business men, and the craft they are identified with. 

“We as Shoe Merchants come under the general re- 
tailers code. Let us put our best foot forward, and 
cooperate to the limit, that it may never be recorded 
that shoe retailers fell down on their part in the pro- 
motion, administration or policing of their code. This 
‘New Deal’ must work on an equal basis for all parties 
involved, which places a tremendous charge on the 
shoulders of two of our committees, the General Con- 
vention Committee and the Program Committee. 
Their plans and arrangements must be definite and 
carefully guarded that the entire set up of our Conven- 





TWENTIETH ANNUAL CONVENTION 
MIDDLE ATLANTIC 


JANUARY 22 + 23 + 24 
Hotel Adelphia, Phila. Pa. 
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ETAIL shoe merchants in Pennsylvania, New Jersey, Dela- 

ware, Maryland, Virginia and the District of Columbia join 

in holding the twentieth annual convention of the Middle Atlantic 

Shoe Retailers Association and extend invitations to retailers 
everywhere to participate. 


tion will give added influence and enthusiasm to this 
‘New Deal,’ and create greater interest and confidence 
in it, to such a point that every Shoe Retailer in our 
territory will apply himself in a determination to do 
his part in making N. R. A. an outstanding success.” 

Annual meetings are opportunities of meeting re- 
tailers from far and near, and exchanging greetings, 
and ideas, that always prove to be helpful in advancing 
the interests of the shoe and leather industry. The 
progressive retailer looks upon the convention as a post 
graduate course in retailing. Secretary Cal J. Mensch 
says: 

“We invite your cooperation, and welcome you to 
our 20th annual business meeting and exhibition, Shoe 
Retailers, traveling men, wholesalers, manufacturers, 
accessory firms, and everyone identified with the craft.” 

The General Convention Committee: Grorce N. 
GeuTINnG, Chairman, Philadelphia, Pa., Sam SAuNDERS, 
Philadelphia, Pa., Cart Rartnc, Pottsville, Pa., are 
anticipating the largest number of retailers in attend- 
ance at this Convention, due to the tremendous interest 
in the “New Deal”—N. R. A.—the Retail Code—and 
Retailing Trade Area Authority Boards, who will have 
charge of the administrating, policing, and hearing of 
unfair business practice and complaints. The Commit- 
tee says: “These interests, plus present business condi- 
tions, have set up a new era in merchandising, and have 
created many serious and important problems that 
Retailers will have to confront in 1934; which undoubt- 
edly will bring the Retailers to Philadelphia, to get 
helpful ideas to combat these new probleme, i in the ner 
of making 1934 a more profitable year.” 
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SHOE RETAILERS ASSOCIATION 


PROGRAM 


REGISTRATIONS — MEETINGS — ExHIBITS — FROLIC, AT THE 
Hore ADELPHIA 


Sunday, January 21st 
6 P. M. to 8 P. M. Registration. 


Monday, January 22nd 


9 A. M. Registration. 

10.30 A. M. 20th Annual Business Meeting called to order 
by George N. Geuting, Chairman, General Conven- 
tion Committee. 

Annual Message by President, David S. Josephson. 
1934 Style Trends will be presented and interpreted 
by four Prominent Stylists, directed by Miss Hilda 
Rau, Stylist for Robert H. Foerderer, Inc. 

Open Forum—Roy Walter, presiding. Style, its ele- 
ments and possibilities. 


Tuesday, January 23rd 


9 A. M. to 8 P. M. Registration. 
12.30 Luncheon Session—President David S. Josephson 
presiding. 
The Trade Associations’ Job in the “New Deal.” By 
the President of N.S. R. A. 


Open Forum—Present Day Merchandising—Styles, 
Service—Advertising—Systems—Budgets, etc. 
Ten prominent Retailers will lead in the discussions. 


Wednesday, January 24th 


9 A. M. to 8 P. M. Registration. 
12.30 Luncheon Session—Mr. Albert J. Schmidt presid- 
ing. 
The N. R. A.—The Retail Code—Code Authority 
Board—presented by an N. R. A. Official. 


Open Forum. This should be of interest and vital im- 
portance to all Retailers. We believe these Code 
Authority Boards now being organized in every Trad- 
ing Area, to be the most important affiliate of N. R. A. 
inasmuch as it is these Boards who will receive, and 
hold hearings on all Trade complaints. The success 
of N. R. A. will greatly. depend on the manner in 
which these Boards function. 


Wednesday Night. will be FROLIC NIGHT. This 
Stag Night will measure up to all previous M. A. S. R. 
A. FROLICS. 

Everyone assured a GOOD TIME—FUN—FUN— 
FUN! 


‘M. A. S. R. A. Directors’ MEETING Daity—at 4 P. M. 


Sunday, 4 P. M.—Officers’ and Committees’ Reports. 
Monday and Tuesday Meetings—New Business—Elec- 
tion of Directors. 


Resolutions to be presented by members, may be left 
any hour, at M. A. S. R. A. Office, Adelphia Hotel. 














MILTON M. BENDHEIM 


Treasurer, 
Wilmington, Del. 


CAL J. MENSCH 


Secretary and Managing 
Director, Philadelphia, Pa. 








Wednesday—Election of Officers. 
Validation of Railroad Certificates 
at Registration Desk 
Hotei ADELPHIA 
Tuesday and Wednesday 

January 23rd and 24th 
9 A. M. to 5 P. M. 


Repucep RaitroaD Rates For M. A. S. R. A. JANUARY 
MEETING. 


Arrangements have been made for special reduced 
railroad rates on the Certificate Plan with the: 


Trunk Line Association 

New England Passenger Association 
Central Passenger Association 
Southeastern Passenger Association. 


This arrangement makes it possible for all shoemen 
east of the Mississippi River to attend the M. A. S. R. A. 
Annual Meeting in Philadelphia, January 22, 23 and 24th, 
making the round trip at one and one-third the regular 
one-way fare. 

The tickets are not on sale at all stations. Please make 
inquiry of the local ticket agent and if he cannot accom- 
modate you, purchase a ticket to the nearest station where 
they have certificates. Make it a point to be at the sta- 
tion at least thirty minutes before the departure of the 
train in order to get certificates and tickets. Tickets can 
be purchased from January 18 to 24. These tickets must 
be left at Convention Headquarters for validation and 
lifted before the close of the Convention January 24th. 

You will be entitled up to and including January 27th 
to purchase your return ticket via the same route. Your 
return ticket is limited to fifteen days, in addition to the 
date of sale on the going ticket. This arrangement is a 
saving of 331/3 per cent on your transportation. 


















Photograph—Courtesy of Julius Kayser 


General Color Developments 
As They Affect Hosiery Selections 


AS the Spring season opens up, the surprise in the 
fabric color situation is the slowness of black. 
Year after year this staple color has led the list and left 
all others far behind. Now, while still a volume seller, 
it no longer runs the whole show. On the American 
Woolen Company’s color rating, for instance, it takes 
fourth place. 


Navy is forging ahead in woolens. Brighter and 
lighter blues also important, especially in silks. The 
beiges and greys are both strong in coatings. Green 
and rust are the novelty colors to be featured for show- 


room display and fashion promotions. 


Fabric and ready-to-wear houses are placing their 
bets on green as the dark horse of the season. Both the 
yellow greens and the grey-almond greens, with which 
both brown or grey accessories might be indicated. 


In the shoe field this new color palette brings brown 
leathers to the fore. Dark brown, often trimmed with 
beige. Beige and brown combinations. The soft milk 
chocolate browns. The lively new Bourbon brown in 
tailored leathers. Navy blue is the next fashion color, 
giving black some stiff competition. Beige (including 
string shades) and the grey tones are generally pro- 
moted in rough leathers and selling in smooth leathers 
for a popular price business in those sections of the 
country where light neutrals have acceptance. 
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LINING UP 


| OSIERY color selections are going to be compli- 






cated—and interesting—this Spring. With 

Easter so early, in the first place, timing of 
shades is a tricky business. This longer gap between 
the first Spring openings and the good old summer time 
brings up the possibilities of a play on lighter medium 
browns and light neutral shoes before white takes the 
stage. 

The range of costume colors, in the second place, 
will be wider this year than last. That’s a good sign. 
More color means more business, but it also means 
wider hosiery stocks. High keen shades will be pro- 
moted in clothes—Mexican, Chinese, Tyrolean influ- 
ences will have their say. And this means some hosiery 
shades of greater color intensity. Repeal—or is it just 
a little more money, or both—means greater diversity 
in clothes. We have good prospects of selling both 
tailored fashions and formal fashions. Evening clothes 
haven’t been so important in years. So, all these things 
considered, look to the range of your hosiery colors. 

Spring and Summer stocking colors, as planned by 
the Textile Color Card Association (and listed on the 
opposite page), are grouped into three basic color 
families. The Greys. The Beiges. The Sun tones. 
This is a simple, workable foundation which gets all 
the necessary shades down to nine essentials. Color 
cards of the individual mills have subdivided these 
three groups into further classifications and added 
special colors for special uses. 

In the majority of lines, taupes figure as another 
family, rating such recognition because of their im- 
mediate importance to wear with the carry-over of 
winter blacks and the first navy blues. Most cards also 
draw a color line between sun tones and skin tones, the 
latter representing the untanned complexion and doing 
duty for pastel dresses and light evening clothes. 

In most lines, this year, there is a marked degree of 
difference drawn between these various colors. Clean- 
cut distinctions of color cast and color depth set them 
apart from each other. There is an obvious contrast, 
for instance, between a grey-beige and a taupe stocking, 
or between a medium and dark shade of sun-tan. This 
more exact rating of colors makes selections infinitely 
easier for both the retailer and the customers. 

The status of grey and beige is a problem in stockings 
as it is in shoes. Just which way the demand for these 
two colors is going to jump is still an unsolved ques- 
tion. Most retailers expect a certain continuance of 
grey (in costumes, shoes and stockings), rating per- 
haps 50 per cent as important this year as last, with 
a rising trend towards the string beiges as the season 
progresses. The appearance of many sport shoes 
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By RUTH HARRINGTON 


THE NEW HOSIERY COLORS 


styled in these two neutral leathers is another factor in 
the situation. 

To be on the safe side, then, practically every hosiery 
card contains a clear, light grey to go with light grey 
shoes and a clear string beige dyed to match exactly 
the string shades proposed by the silk and woolen 
houses. In putting forward these two light neutrals in 
stockings, they are providing for a special demand. 
They are catering to women of not too sophisticated 
taste who always insist on exact matching in costumes 
and accessories, women who like to look, as one stylist 
puts-it, “as monotonous as a bottle of milk!” 

In the south and southwest, where light shoes are 
won early and late, this demand is always greatest. But 
these light neutral legs will walk down Fifth Avenue 
too, and they mustn’t be overlooked! 7 

For more trained tastes, darker beiges are suggested 
to wear with string colored shoes, and grey-beiges, 
taupes, or moderate sun-tanned shades for grey foot- 
wear. 

One of the most effective of the new cards groups its 
colors by costumes and the calendar rather than by 
color families. It analyzes the progression of colors 
throughout the season, from shades wanted for immedi- 
ate wear up to the dog days. To the shoe retailer, with 
his comparatively limited stock, this breakdown is so 
helpful that we are quoting it at some length. 

“First come the dusky tones to blend with dark 
Spring costumes. These are important for early sell- 
ing because they harmonize with the dark winter cos- 
tumes which continue to be worn through the early 
Spring season and with those early Spring perennials, 
black and navy blue.” The dusky tones suggested are 
a warm taupe, a medium neutral brown and a classic 
gunmetal. 

“Second come the medium neutrals to blend with 
lighter Spring costumes. These greyed or ‘muted’ tones 
harmonize with the lighter Spring shades, such as 
Bavarian Rose, Tyrolean Green, String Beige, Grege (a 
mixture of grey and beige) and with the new ‘muddy’ 
or ‘muted’ pastels—Pink, Grey, Brown, or Green.” In- 
cluded in this classification are a ‘brown-beige,’ the 
one color which goes with everything, a subtle taupe 
beige, a blonde beige and a warm light grey. 

“The third group are the ‘bare leg’ tones to contrast 
with Summer costumes. These clear, sunny tones have 
a definite place in the early tropical and summer mode. 
Interest continues as strong as ever in outdoor life and 
sun-tan fashions. Sun-tanned legs are the most effec- 
tive foil for white, pastel or vivid costumes, especially 
the vivid Chinese, Mexican or Russian colors, which 
[TURN TO PAGE 3], PLEASE] 


Spring Hosiery Shades 
As Chosen by the Textile Color Card Association 


GREY TONES 


NUDAWN .. .. light neutral grey. For wear with light greys; 
also keys with light and medium blues ashes of roses; cloudy 
pastels. 


Shoes: Paris Grey; Flintgrey; Marine Blue; black. 


MOUETTE ... medium grey of beige cast. Smart neutral com- 
plement to medium and darker greys; taupes; navy and Wedg- 
wood blue types; bluish reds; neutral beiges; black. 

Shoes: Spring Taupe; Flintgrey; Biscay Brown; Marine Blue; 
black. 


TAUPESAN .. . high-style Spring taupe. Harmonizes per- 
fectly with navy and zinc blues; dark greys and taupes; black. 
Shoes: Marine Blue; Flintgrey; black. 


BEIGE TONES 


CRASHTONE .. . light natural beige. Important neutral tone 
keying with wide range of costume colors, especially smart 
new linen and crash tones of beige; blues; reds. 


Shoes: Marine Blue; Sea Sand; all browns; black. 


MANOA . .. rich medium beige. Blends smartly with warm 
beiges and browns, including amadou or rust types; bluish 
greens; darker blues; black. 

Shoes: Indies Brown; Bourbon; Marine Blue; black. 


MEXIQUE .. . dark brownish beige. Stressed for early Spring 
as a smart neutral shade to be worn with greens; rust reds; 
neutral browns. 

Shoes: Indies Brown; Biscay Brown. 


SUN TONES 


EXTRA DRY ... light sun-touched beige. Favored tone for 
wear with white and pastels; also an evening color. 
Shoes: White; pastel and bright hues; Marine Blue. 


SHERRYTONE . . . medium sun-tanned beige. The smartest 
complement to rust and amadou browns; also keys with en- 
tire green range; vivid Oriental hues; high-style with white 
and pastels; also an evening color. 

Shoes: White; pastel and animated hues; Bourbon; Marine 
Blue. 


LIQUEUR . . . deep burnt beige. New high-style shade for 
wear with white, pastel and brilliant Oriental hues; also an 
evening color. 

Shoes: White, pastel and animated hues. 
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In the illustration, reading from left to right: The two-tone mesh lisle to go with all sport shoes; the young man’s white sock with 
brown or black design, to go mainly with the all-white shoe; the new “cob-web” pattern lisle for the black street shoe or black and 
white sport; another cotton sport sock for the younger man, made in enough tones for shoes of most any type and the black lisle 

with neat, white clocking, which is something a little smarter for the black shoe. ‘ 


MEN'S HOSE FoR EASTER 


Novelty Style Ideas to Stimulate 
Selling for the Early Spring Season 


By JOHN S. MEKEEL 


selling of early Spring hose in the men’s line this 

year are very much in evidence. Earlier selling 
of light summer clothing this next season is an accepted 
fact. Already, the retail and department stores in the 
fashionable centers of Florida are stocking in Spring 
wear, and Florida furnishes a forecast of trends in other 
sections of the country. Therefore it would be well for 
the shoe man who deals in hose, and who does not wish 
to be left behind, to stock earlier in this most important 
money-making accessory. 

There is another expected trend—that of larger 
volume sales in light wear. Last year saw a notable 
increase in this respect, men going in for more light- 
weight clothing than ever before. Take, for instance, 
the increased interest shown in the white linen suit and 
the all-white shoe. Men will want accessories to set these 
clothes off—and not the least desirous will be that item 
which can be, and is being, successfully promoted 


ing fe factors which have to do with the 





through the shoe store,—hosiery of both conservative 
and the more flashy types. 

The shoe retailer will have at his command a wide 
variety of men’s hose in the novelty class which he can 
use to advantage in the “brightening up” of the interior 
of his store and his windows. Many of the manufac- 
turers are promoting stock, attractive in its novelty and 
distinction, which ought to be a big help to the retailer. 
The hose market is a strong one at present, and the shoe 
man can be benefited not only through a wide pattern 
choice, but also through satisfactory cost prices. 

There are many attractive patterns in lisles, with or 
without clocks, to retail profitably at fifty and seventy- 
five cents; and silks to retail seventy-five cents and a 
dollar. 

Hosiery with neat clocks and shot lisles, are usually 
the big sellers for the early spring, and are expected 
to hold their own again this season. But the hose trade 
is also looking for big sales in other numbers. Two- 
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tone mesh lisles in the pastel shades, with tipping at 
the heel and toe, are expected to be good sellers. This 
tipping of the toe and heel can be had in other lisles, 
and silks, too, with the tippings matching the clocks. 
These will make very smart articles for display pur- 
poses. 

A novelty which is being promoted this year by a 
leading manufacturer, is a “cob-web” pattern in a lisle 
(illustrated in the center of the picture). In this pattern, 
the rectangular shapes formed by the intersecting lines 
get smaller as they approach the clock. This is some- 
thing quite distinctive in patterns. 

For the young man in school or college, the heavier 
hose is the more popular. For him are the cottons in 
many patterns, multicolored diamond checks with over- 
plaid, the white sock with diamond design in browns 
and black, and so on. 

In the matter of sales, two-third lisles and one-third 
silks is about the correct stock proportion to carry for 
Easter and early Spring selling, varying, of course, in 
different sections of the country. 

Be sure that your stock is regularly sized. It doesn’t 
matter how many and varied and enticing are the pat- 
terns, if not sized properly, you’re out of luck. 

It is to be doubted that anyone will disagree with 
the statement that men are becoming more and more 
“style-conscious,” and the retailer’s opportunities to 
further this “consciousness” are many. The Spring 
will offer much in this way, for then there will be much 
novelty,—and color. 

Here is a pertinent morsel for the shoe man who feels 
the competition offered by other dealers in hosiery. A 
majority of the department stores and men’s furnishing 
shops stock about the same kind of men’s socks. This 
condition makes the offering commonplace. For the 
shoe man who believes that men want to be individual 
and are tempted to buy things that are different, who 
wants to offset this competition, the prescription for the 
building up of a healthy constitution in his hosiery de- 
partment is: “Get style in your stock!” Buy hosiery 
that represents the current fashion and ties up with it. 
Don’t shriek about the prices. Do emphasize the 
novelty. Promote ideas,—like “Youngsport” “Spring- 
stripe,” etc. These ideas are inspiring and tell that 
something new is being offered. 

Let the general store and village center show the 
price kind, two for a quarter or what have you. The 
shoe store has an opportunity to do something more, 
and will benefit greatly if distinction is made part of 
the hosiery exhibit. Play up feature hose by dramatiza- 
tion. Novelty hosiery can be sold well by stressing the 
specific patterns in their relation to other attire. Em- 
phasize the important role that hosiery plays in correct 
dress. Tactfully stress in all your publicity the impor- 
tance of a well-dressed appearance. Sell feature hose, 
just as dramatically as you do shoes. 

There are some shoe men who are a bit dubious as to 
the value of mixing displays of shoes and socks. True, 
the shoe man, by the very nature of his position, is 
mainly interested in the selling of shoes. But let him 

not lose sight of hosiery as a shoe sales help. Hosiery 
is of great value in “dressing” the shoe; and showing a 
small unit of hosiery has never hurt a shoe sale. As 
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HINTS FOR HOSIERY 
SELLING 


The 1934 Spring Season will see many new and at- 
tractive patterns in men’s hose which may be used to 
advantage by the shoe man. 


To the merchant who would build up a healthy consti- 
tution in his men’s hosiery department, this article says: 


Get style in your stock. 

Buy hose that represents the current fashion and ties 
up with it. 

Don’t shriek about prices. 

Do emphasize novelty and the smart styles. 


Promote names that convey style ideas, like “Young- 
sport,” “Springstripe,” etc.—for these are inspiring. 


Sell and feature hose as dramatically as you do shoes. 








one shoe man, who has had much success in the promo- 
tion of hosiery, put it, “Hosiery helps my shoes sales, 
shoes, my hosiery sales.” The volume of hosiery sold 
by many shoe stores is amazing, and the number of 
people who buy their hosiery from shoe stores exclu- 
sively, more so. 

Yes, hosiery is a valuable asset to the shoe man. 
After all,—the good salesman sells “the picture.” 


LINING UP THE NEW 
HOSIERY COLORS 


[CONTINUED FROM PAGE 29] 


characterize the new sports mode.” Three “bare-leg” 
tones are suggested, a light golden tone, a glowing mid- 
dle sun-tan for deeper contrast, and a dark sun-tan for 
decided contrast in sheer hosiery only. 

Note the daring use of this term “bare-leg.” It con- 
veys subtly the idea that women want to look bare- 
legged without actually being bare-legged—For most 
of us a concealing web of color is more attractive 
than legs just as nature made them! 

“The fourth group are light shades to blend with 
Summer costumes. These will be important during the 
hottest months. They blend with light beiges and can 
be worn for coolness with white and light pastels.” 

Two beiges are suggested in this group—a neutral 
beige and a sandy beige. In the evening color group, 
skin tones are suggested for pastels and metallic slip- 
pers; deep sun-tans for white or brilliant hues, and 
elusive misty tones to blend with dark, especially black, 
evening slippers. 
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BRING THIS KNOWLEDGE 
10 YOUR DESK FREE 
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You who make or sell shoes: Have you ever thought of 
what an important place leather plays in your livelihood? 
So many of you have, that as a result of requests for the 
Series of Pen and Camera Sketches describing the tanning 
of Kid, we prepared last year, we now offer it in book form. 


It is a 16 page book, liberally illustrated, compiled, written 
and rechecked by experts; for the reader who wants a broad 
general knowledge and not technical formulas and details. 


If you were to look elsewhere for this knowledge, you would 
have to piece it together from many sources. Yet it is abso- 
lutely free to any executive or employee of a retail shoe store, 
manufacturer or wholesaler of shoes. We will gladly 
furnish it in quantity, at cost, to Educational 
institutions. Fill out the coupon below, 
or write us on your company 
letterhead, and we will 
mail you your free 
copy. 
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Unusual Evening Slipper Window 


Cuicaco, Itt.—Cutler’s have managed to get about a 
full quota of human interest in their street foyer win- 
dow which is attracting more than passing attention. The 
theme of the story is that “Cutler’s evening slippers keep 
gay company.” This is printed on a mirror which hangs 
against the back wall. The entire window represents a 
corner at some smart cafe or night club. The center of 
interest is a lady gorgeously dressed in a white formal 
outfit with a coat of tomato red velvet thrown over the 
back of her chair as she sits at the table. The boy friend 
stands at attention behind her also resplendent in after 
midnight togs. 


Surrounding this festive couple are a gala assortment 
of evening slippers in brilliant colors. On the walls sus- 
pended from the “ceiling” hang silver stars with small 
shelves on each of which is a single slipper. Two win- 
dows in the “cafe” allow the outsider to peer in at the 
glamorous couple and get side as well as front views. This 
window is suggestive selling from many standpoints and 
offers a shoeman much to think about in human interest 
appeal to those who want “to go places and do things,” 
at just the season when social events are opening up in 
a big way. 


Winter Hosiery Novelties 


Cuicaco, Itt.—The Winter hosiery department at Car- 
son, Pirie, Scott and Company’s is making a loud bid for 
a selling of these “extras.” On the stock counter, con- 
spicuously lit up, a poster announces that: “A new wool 
mesh and a broww rabbit’s-hair dress are perfect. The 
new warm hosiery are not styled like the old kind but 
are new in design and are flattering to the legs as well 
as to the new wool and tweed dresses.” Two stockings, 
of different meshes displayed on forms, flank a dress length 
sample of rabbit’s hair to prove the point. 


Besides the wool mesh there are wool lace hose and 
some chevron stripes in combination silk and wool besides 
plain weaves. The point is emphasized at the counter by 
the sales girls that the new wools come in all the desirable 
silk colors. Some leggins in wool to be worn over the 
shoe and stocking and some very fine wool “undies” to 
be worn under silk hose point the fact that it is desirable 
for women to have besides “shelter shoes” to wear over 
light weight shoes and hose some heavy street shoes that 
can be worn with heavy hose without overshoes. Correct 
salesmanship makes it possible to make many an extra 
sale by means of this heavy shoe-stocking combination 
not only of stockings but of shoes to go with them. 


There is here also a brilliant display of wool hose for 
strictly sports wear both in brushed wool and in ribbed 
wool. Besides gay colors and stripes some of these have 
fetching little tassels or flappers of wool. 


Many anklets are being sold, according to W. G. An- 
derson, buyer for this department. Anklets are going to 
be very important during the coming season, he says. Many 
are being sold right now both in white and high colors 
for Southern wear. These are good looking both because 
of the fit and of the quality of the materials of which 
they are made. 
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THERE'S PROFIT “INSURANCE” 





AND REAL SALES IDEAS 











DESIRABLE FEATURES 
WHICH ARE WORTH MORE 
TO YOUR CUSTOMERS 


XTRULOCK CONSTRUCTION. 
This patented progess molds 
each Goodrich Shoe into ore 
smooth unit with no stitching 
and without a single seam to 
chafe feet or wear out socks! 
Foxing and trim locked to 
fabric—longer wear and orig- 
inal attractive appearance al- 
ways retained. 


HYGEEN INSOLE, The original 
green insole actually prevents 
excessive perspiration odor. A 
valuable sales feature because 
parents ask for it, prefer it and 
pay a profitable price for it. 


POSTURE FOUNDATION. Now 
comes Posture Foundation in 
certain Goodrich models — 
Posture Foundation is insur- 
ance against flat feet. 


PLUS VALUES 


VENTILATED UPPERS. Tiny air 
gpeees in the canvas uppers of 
the New Kind of Goodrich 
Sport Shoes let the fresh air 
shoot right thru the fabric, 
cooling and drying the feet. 


WASHABLE. Goodrich Sport 
Shoes are washable in plain 
soap and water. No artificial 
stiffening to wash out and leave 
the canvas limp! Mothers ape 
preciate this feature! 





























For the Dealer who Sells 
the New Kind of 


Goodric 
Sport Shoes 








HE new kind of Goodrich Sport Shoes 
give you a lot more than canvas uppers 
and rubber soles to sell. They have features 
which take them out of the cut-price class 
—yet they can be sold at popular prices. 


What’s more, the Goodrich sales policy, 
which includes suggested minimum retail 
prices, insures you a substantial margin of 
profit. 

You can do a good volume of canvas 
shoe business, charge fair prices and make 
satisfactory profits if you sell the New 
Kind of Goodrich Sport Shoes. Write us 
today for further information. 


THE B. F. GOODRICH FOOTWEAR CORP. 


WATERTOWN MASSACHUSETTS 





When writing advertisers please mention Boot and Shoe Recorder 
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LEARN ABOUT THIS 


NEW PATENTED SHOE CONSTRUCTION 


that is built into the smartest City Club styles 
for men as well as more conservative patterns 


called 
FOOT CONTROL 


in presenting Foot Control Peters has again assisted 








the American Retailer to meet another merchan- 


dising and selling problem — corrective or arch 
support shoes plus style plus popular price. Deal- 
ers having Foot Control Shoes have a definite ad- 
vantage over competition, talking points that cannot 


be approached by even more expensive shoes. 
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Foot Control Shoes are easy to sell the first time, 
and they bring the customer back time and again. 


Ask us more about these shoes and the selling 


Pe ae 


plan behind them. 









@ soft leather wedges are inserted 
in patented pocket-like innersole, 
so that arch can be quickly adjusted 
to fit any type foot. 
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Patented ‘’Hard Soft Rubber Heel” 
wears even—prevents ankle turnin 
—guides foot straight forward. 


3-point tread of Foot Con- 
2-point tread of ordinary trol shoes. Foot held in 
shoe—body strain on arch. nature! & slanced position. 


When writing advertisers please mention Boot and Shoe Recorder 
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Chain Shoe Sales Show Increase 





New YorK, N. Y.—Total November 
sales of reporting chain store systems, 
reports the Federal Reserve Bank for 
this district, were 6 per cent higher 
than in the corresponding period a year 
ago, a more favorable year-to-year 
comparison than was indicated in the 
previous month, and an increase of 
about the same proportions as in Au- 
gust and September. Lines which 
showed a more favorable year-to-year 
comparison than in October included 





Type of store 


ten-cent, drug, shoe, and variety chain 
store systems. 

Ten-cent and variety chain store sys- 
tems were operating approximately the 
same number of stores in November as 
a year ago, while drug and shoe chains 
had considerably fewer stores. Candy 
chains, however, reported a substantial 
increase in the number of stores oper- 
ated. The net result for all reporting 
chain systems was a larger increase in 
sales per store than in total sales. 


Percentage change 
Nov. 1933 compared with Nov. 1932 
Number Sales 


of Total per 
stores sales store 
— 15 — 48 — 3.4 
— 0.4 + 5.4 5.9 
—23.4 —15.1 +10.9 
—23.6 — 94 +18.6 

0.1 +22.1 +22.0 
+16.3 — 5.3 —18.6 
— 22 + 5.7 + 8.1 








International Financial Report 
St. Louis, Mo.—Financial report 
showing the results of the International 
Shoe Company’s operation for the fiscal 
year ended Nov. 30, 1933, indicates: 

“Net sales to customers were $70,343,- 
128.85 compared to $65,488,662.17 last 
year. Our factories produced 43,661,589 
pairs of shoes, against 38,989,916 last 
year. 

“Subsidiary plants (tanneries of sole 
leather and upper leather, textile mill 
factories making all leather counters, 
heels and soles, rubber heels and soles, 
welting, box toes, cartons and contain- 
ers, chemicals, cement, etc.) produced 
during 1933 shoe materials and shoe 
supplies amounting to $34,958,927.69, 
which, combined with our sales, made 
an aggregate of $105,302,056.54 busi- 
ness transacted. 

“Net earnings, after taxes, for the 








year were $9,090,556.51, which, after 
payment of preferred dividends, repre- 
sent an earning of $2.58 a share on the 
common stock. This compares to $6,- 
647,527.36, or $1.80 a share, last year.” 





Daring Shoes In Resort Shop 


MiaAMI BEACH, FLA.—In a community 
noted for its outstanding retail shoe 
establishments, the one just established 
by Morris L. Cowen, known as the 
Cowen-Nankin Roney-Plaza Shop, is 
creating considerable favorable com- 
ment among the Winter visitors. This 
shop is carrying an extensive line of 
evening slippers for women. Beach 
shoes for men and women of the ex- 
treme novelty types are featured. Sport 
shoes, both the conservative and the 
daring new ideas for men and women, 
are finding a ready sale. 





Shoe Wholesale Sales Off 


New York, N. Y.—The Jan. 1 
monthly review of credit and business 
conditions by the Federal Reserve 
agent at New York contained the fol- 
lowing item on wholesale trade: 

“Total November sales of reporting 
wholesale firms averaged 16 per cent 
higher than in the preceding year, or 
about the same increase as occurred 
in the two previous months. Included 
in the lines which showed larger in- 
creases in sales over the previous year 
than in October were hardware, drugs, 
and jewelry. In addition, sales of 
men’s clothing and diamonds were con- 
siderably larger than in November, 
1932, following recessions in October. 
Sales of stationery, groceries, paper, 
and cotton goods also showed increases 
in comparison with the previous ‘year, 
but in each case the advance was less 
than that reported for October. Sales 
of shoes, on the other hand, were 17.4 
per cent below a year ago, following six 
months of uninterrupted increases, and 
sales of silk goods, reported on a yard- 
age basis by the Silk Association of 
America, were much smaller than last 
year for the fourth consecutive month.” 





Newbold Reports Good Trade 


CINCINNATI, OH10.—W. E. Newbold, 
owner and manager of the Newbold 
Bootery, Inc., reports that business for 
December increased 40 per cent over 
last December. This is in all lines— 
shoes, hose and bags. Evening slippers 
from $12.50 up to $18.50 have sold well. 
Southland and cruising shoes in white 
buck and suede at $12.50 to $14.50 have 
brought in much business. 

“This coming Spring,” said Newbold, 
“we expect to sell more quality mer- 
chandise than since 1929, for business 
is due for a rise in quality merchan- 
dise. People have learned a lesson from 
buying so-called quality merchandise 
and now are turning to the real thing.” 
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BETTER LASTING 


means better shoes 

















LITTLEWAY LASTING 
means BETTER LASTING 


HAND MOTION PINCERS | 
with PERFECT DRAFTING . 
give TIGHT LASTED and | 
SHAPE RETAINING SHOES 





>. =. 


No metal 
contacting the foot 


nor ph OO DO oP ARS Ht st es 





LITTLEWAY PROCESS COMPANY 


140 FEDERAL STREET, BOSTON, MASSACHUSETTS 


When writing advertisers please mention Boot and Shoe Recorder 
































BOOT AND SHOE RECORDER, January ‘6, 


DR. SCHOLL FIELD STAFF CONVENTION 





1934 









Scene from the playlet 


CHICAGO, ILL.—One of the most in- 
teresting and successful conventions 
ever held by the Scholl Manufacturing 
Co., Inc., took place at the Lake Shore 
Athletic Club. This session lasted two 
weeks, during which time every con- 
ceivable angle of the shoe man’s prob- 
lem was discussed and plans were laid 
for an intelligent merchandising pro- 
gram for 1934. 

Dr. Wm. M. Scholl addressed the en- 
tire field staff, from the southern, 
middle Atlantic, midwestern and west- 
ern States, relative to the extensive 
national advertising of the company. 
Other speakers included V. F. Kelley, 
sales director, E. Gledhill, Dr. W. A. 





Hill, P. M. Cowden, A. A. Starin, J. A. 
Wagner and others. Everything that 
has any bearing on making 1934 a very 
much improved year was discussed 
from the speakers’ platform; and 
there were round-table discussion as 
well. 

Two playlets were presented drama- 
tizing the manner in which Dr. Scholl’s 
Foot Comfort Service may be rendered 
for the benefit of all concerned—the 
Company—the Shoe Store—and the 
Shoe Store Customer. It was prac- 
tically unanimously stated that more 
practical knowledge was gained 
through these playlets than a lecture of 
any sort. 














Opens Own Shoe Company 


St. Louis, Mo.—Dan A. Honig, who 
was for more than 30 years connected 
with the various shoe organizations of 
which McElroy-Sloan Shoe Co. was a 
part, recently resigned his position as 
manager of the St. Louis office of the 
Craddock-Terry Co., the successor to 
the McElroy-Sloan Shoe Co., and has 
engaged in the shoe business on his 
own account. The name of the new 
firm is the Dan A. Honig Shoe Co., and 
is located at 405 North Twelfth Street, 
on the lobby floor of the Hotel Jeffer- 
son. 

Mr. Honig has had broad experience 
in the shoe industry. He started with 
the Courtney Shoe Co. in a lowly capac- 
ity and was steadily advanced, going 
through all departments of the shoe 
business, in later years concentrating on 
the departments of merchandising, 
styling and selling. He also has had 
extensive road experience, having 
traveled in the central, midwestern and 
southern States. 

The firm will specialize in juvenile 
shoes and will represent a group of 
eastern lines, featuring girls’, boys’, 
children’s, misses’, and infants’ lines. 





Mr. Honig’s resignation from the Crad-- 





dock-Terry Company was effective on 
Dec. 1, and on this date he established 
the new organization which plans to 
have representatives in southern and 
western territory. 


Adds Another Shoe Dept. 


Boston, Mass.—C. Crawford Hol- 
lidge, women’s high grade specialty 
shop on Tremont Street, has opened 
another shoe department in addition to 
the one installed some time ago on the 
third floor of the store. This new de- 
partment, known as the “Debutante 
Shop,” carries shoes from $7.50 to 
$12.50, and is located on the fourth 
floor. The third floor department has a 
price range of from $13.50 to $17.50. 
Both departments are operated by 
Jackson-Sax, a partnership. 








Walker’s Inc. Starts 


PROVIDENCE, R, I.—Walker’s, Inc., is 
a new women’s apparel and footwear 
store started at Olneyville Square dur- 
ing the past week. Fred Somerstein, 
manager, reports a good opening day in 
heir shoe department with general sales 
volume since then larger than antici- 
pated, 
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A GREAT TEST 
OF VALUE 


Thousands of city carriers 
wear Trade Builders exclu- 
sively. WHY? Footwear to 
them is the most important 
item of wearing apparel. 
Trade Builders have fit, 
comfort, good appearance. 


IN STOCK 
Sizes 










Made to order at small 
extra charge 
— Sizes 


»t 
BS vacceds< 13, 14, 15 















$935 


The Mall 
Carrier's 
choice!! 










BILL 
No. 1 Last 


{0c. per Pr. extra west of Denver 


A_ plump veal Kip upper leather. I{1-iron non- 
slip Gro-Cord outer sole, grain leather middle 
sole. Wingfoot rubber heel, weatherproof welt, 
grain leather combination counter pocket and 
back stay and steel arch support. 


GUICK SERVICE 


"FILL IN" STATIONS 





ALBANY, N. Y. 

Smith & Herrick Co. 
ATLANTA, GA. 
Gramling & Collinsworth 
BANGOR, MAINE 

J. M. Arnold Shoe Co. 
BRISTOL, TENN. 

King Bros. Shoe Co. 
CHARLESTON, W. VA. 
W. L. Smith & Co. 
CHICAGO, ILL 

H. Brandt & Sons 
CHICAGO, ILL. 

Keehn Bros. 


LINCOLN, NEBR. 

Branch Bros., Inc 

LOS ANGELES, CALIF. 
Stewart-Dawes Shoe Co., Inc. 
MEMPHIS, TENN. 

Wm. R. Moore Dry Goods Co. 
NASHVILLE, TENN. 

Neely, Harwell & Co. 

NEW ORLEANS, LA, 
Duhon, Berry & Vinton, Ine. 
NEW YORK, NV. Y. 

M. T. Shaw Shoe Co. of New York 
OSHKOSH, WIS. 

H. C. Roenitz Co. 

PEORIA, ILL 

John Moser & Sons 
PHILADELPHIA, PA. 

Bell, Walt & Co., Inc 
PITTSBURGH, PA 

Newell & Schneider Co. 
SAGINAW, MICH 

Michigan Shoe Co. 

ST. PAUL, MINN. 

Scheffer & Rossum Co. 
SEATTLE, WASH. 
Washington Shoe Co. 

SIOUX CITY, IA 

Earl F. Berg 

SPOKANE, WASH. 


CHICAGO, ILL 
R. L. Pennington 
CINCINNATI, OHIO 
Nadler’s Inc 

CLEVELAND, O. 

The Whitney-Roth Shoe Co. 
DENVER, COLO. 

The Jos. P. Dunn Shoe & Leather Co. 
DETROIT, MICH. 
American Cash Shoe Co. 
DUBUQUE, IOWA 
Merchants’ Supply Co. 
FORT WORTH, TEX. 
Hinckley-Tandy Leather Co. 
GRAND RAPIDS, MICH. 
Hoekstra Shoe Co. 
HUNTINGTON, W. VA. 
The Jeff Newberry Co. 
INDIANAPOLIS, IND. 

E. P. Bayless Shoe Co. 
LEXINGTON, KY. 
Ades-Lexington Dry Goods Co. 


M.T.SHAW INC. 


COLDWATER MICHIGAN 


The Adams Leather Co. 
SPRINGFIELD, MASS. 
M.T.ShawShoeCo.of NewEngtand, Inc 
TOLEDO, OHIO 

Ainsworth Shoe Co. 

ZANESVILLE, OHIO 

The Black & Grant Co 
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To Boost Browns 


HoLiywoop, CaLir.—With the thought 
of putting some pep into February, 
usually an “in between” month in the 
men’s shoe department of Schwab’s, 
one of Hollywood’s largest men’s stores, 
Art F. Hoebel, manager of the depart- 
ment, has made plans for boosting 
browns in a big promotive event dur- 
ing that month. 

During the fall and early winter this 
year Mr. Hoebel has found eighty per 
cent of his sales have been in black 
shoes, brogues of course greatly pre- 
dominating. In 1932 blacks and browns 
sold fifty-fifty. The trend toward blacks, 
Mr. Hoebel feels, has come about as a 
swing toward the conservative in color 
following the Hollywood summer when 
nobody is conservative. In other words, 
after the white with tan or brown, 
white and black combinations, and 
solid whites, worn for so many months, 
Hollywood men are glad to jump into 
plain black brogues for a while. This 
has cut down sales of browns in the 
Schwab store. 

February .offers the ideal chance to 
throw some stress on to brown brogues 
in medium weights and this year it 
offers the only chance. The campaign 
will be conducted with a big direct-by- 





mail drive, a heavy newspaper adver- 
tising quota, and strong window dis- 
plays. Mr. Hoebel has been encouraged 
to feel that February need not be an “in 
between” month. 


————_ 


500 Cases of Rubbers 





Three truck loads of rubbers being delivered 


Granp Rapiws, MicH.—When they 
buy rubbers in this section they buy 
rubbers, as witnessed by order re- 
cently received by the Weiss Bros. shoe 
stores. This represents a first purchase 
of some 500 cases which will be distrib- 
uted amongst the eight stores operated 
by this company in this section. 





Heel-less Shoes Hurt 


LYNN, Mass.—Models who have tried 
on the new samples of the new heel- 
less sandals say that it hurts to wear 
them. “Put on the heels,” exclaimed 
one of these models, as she climbed out 
of a pair of heel-less sandals, and 
rubbed her feet. 
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800 Holes in Vamp 


LYNN, Mass.—A perforating plate 
just finished here punches 800 perfora- 
tions in the vamp alone—and if there 
are perforations in the quarters, then 
the total will be more than 1000 holes 
in each shoe, 


—_ 


Sandals on Shoppers 


Boston, Mass.—Shoppers wore san- 
dals, some with open shanks, along the 
streets of Boston during the Christmas 
shopping season, which is quite a 
change from a few years ago, when 
boots were the common footwear of 
Christmas shoppers. 


Two in One 


Soft sole slippers for men, quite 
popular this season, are each really two 
slippers in one, for first the shoemaker 
makes a slipper of soft kidskin and 
then he makes over it a slipper of calf- 
skin, both slippers being united to make 
a single slipper. 





Specializes on Novelty Shoes 


AKRON, OHnI0—Cinderella Aristo- 
crats, Inc., have opened a branch store 
here at 14 S. Main St., with Sam Korn- 
span as manager. Women’s popular- 
priced novelties are featured. 








UP-TO-DATE ROOMS 
AT DOWN-TO-DATE RATES 


- Se, 


TO $3.50 SINGLE 


TO $5.00 DOUBLE 


600 LARGE, CHEERFUL ROOMS 


Private underground passage 
from Pennsylvania Station... 
saving taxi fare. One block from 
Fifth Avenue and Empire State 
Building. Subways, elevated 
lines, buses and trolleys stop at 
door. Direction— American 
Hotels Corporation. 

GEORGE H. WARTMAN, Manager 


MARTINIQUE 


BROADWAY AT oar oe - NEW YORK 
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WHO MAKES? 


Inquiry Department, Boot & Shoe Recorder, 
239 West 39th St., New York, N. Y. 


Please send us information where we can buy 


Let the RECORDER help you 
locate wanted merchandise. 
Mention grades. Attach to 
your letterhead and mail to 


Inquiry Department 
Boot & Shoe Recorder 
239 West 89th St., New York, N. Y. 
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Trade Getting Displays 


The attractive displays here shown 
are a part of the Servus advertising 
at the point of sale Campaign now be- 
ing carried on by The Servus Rubber 





* SEAS * 
PLAST 


NG WEARIN 





Company, Rock Island, IIl., manufac- 
turers of canvas and rubber footwear. 
This campaign is attracting a great 
deal of favorable attention in the trade 
and it getting good results for Servus 
dealers. 

The displays are complete merchan- 
dising units in that they not only at- 
tract attention but they also display 
the actual merchandise, and in addition, 
proffer to the prospective purchaser, 
in the convenient pocket, attractive and 
convincing sales literature describing 
the shoes. To complete the selling cycle 
the display has in a convenient pocket 
on the back, sales manuals for the use 
of store sales people, instructing them 
in the outstanding features of the shoes 
and how to sell them. These displays 
are available, free, to all Servus dealers. 


Pattern Delays 


Boston, Mass.—The pattern makers 
have a rush of business, for shoe manu- 
facturers, especially makers of novel- 
ties, are crdering a multitude of pat- 
terns, and the pattern shops are short 
of time, due to the holidays. 
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SHE WALKS ON A{CUSHION OF AIR 


"Just Shoes" come and go, but the 
AIR TRED Line, based on marketable 
sales ideas and tried-and-tested manu- 
facturing features, is certain to be en- 
during and profitable. You don't have 
to sell it—It Sells Itself. 


Air Tred Shoes can help your business in 
three fundamental ways... . 










@ Additional Customers 


@ Fewer lost sales and walkouts 









Clarice 
W-342 Black Kid, 
614 Last, 15/8 Wood 
eae 75 
In Stock—AAA to D. 
W 342-6 As above in 
White Kid ...... $4.00 






@ More Repeat Business 











The exclusive Air Tred construction pro- 
vides a perfectly moulded cushion for 
the foot. You can depend on consistent 
high quality in shoemaking and materials 
rn at once IN-STOCK SER- 
VICE. 


New Spring Styles are ready. Our sales 
representative in your territory will 
gladly explain the Air Tred Idea and 
show the new 1934 Air Tred Line. 


Build your future safely and profitably 
on Air Tred Shoes. 


Al RED 


AULT-SHACKFORD 
SHOE COMPANY 
AUBURN - - - MAINE 















Verona 





W-397 Black Kid, 
614 Last, 15/8 Wood 







Available to order in 
Admiral Blue Kid. $4.10 
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WHERE TO BUY 
Men’s Shoes 
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Shoes Now Retail $8.50 Up. 


A. E. NETTLETON CO. 
H. W. COOK, Presidens 





























BOSTON 


merle Bid 6 10 High 8t. 


arbridge Bids. 








ORIGINAL 


Dir:dt, 


FOR MEN 
J. P. SMITH SHOE CO. 
Chicago, Ill. 
Both lines carried in stock. 
FOR WOMEN 
THE JOHN EBBERTS SHOE CO., Inc. 
Buffalo, N. Y. 
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WHERE TO BUY 


Sport Footwear 
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TRANSFORMS CHILDREN’S SHOE DEPARTMENT 


Rosenthal Family Shoe Store, Children’s Department. 


BAKERSFIELD, CAL.— Harry Rosen- 
thal, of the Rosenthal Family Shoe 
Store, 1419 Nineteenth Street, has 
transformed a section of his store into 
what is known as “Sherwood Forest,” 
where Robin Hood, Maid Marian, Friar 
Tuck and the Jester were known to 
make merry. The little ones of Bakers- 
field will love this adventurous setting, 
where buying a pair of shoes will no 
longer be a bore to them. 

Ten juvenile star entertainers per- 
formed on the gala opening. Refresh- 
ments were served and all the tots re- 
ceived souvenirs as a reminder of the 
good time they had at this party. 

Mayor J. R. Gist extended the wel- 
come to “Sherwood Forest,” and Mrs. 


New Hollywood Store 


HoLLywoop, CALIF.—M. M. Sobel, 
formerly with California Shoes Ltd., 
Los Angeles, is manager of the new 
Studio Slipper Shop, at 6425 Holly- 
wood Boulevard. 

The new store features only novelty 
slippers at $3.95 and $4.95. The motif 
is modernistic and the shop has 18 
chairs. 

This shop belongs to Sobel and 
Company, Inc. The first shop, known 
as Wilson’s Shoe Store, at 6552 Holly- 
wood Boulevard, was taken over some 
time ago. 


Controls Cross & Kelly 


SAN FRANCISCO, CALIF.—Kate Cross 
has taken over the entire establishment 
of Cross & Kelly, Inc., wholesale leather 
and shoe findings firm. 








Florence Porter, a member of the City 
Board of Education, greeted the chil- 
dren on behalf of Mr. Rosenthal. 

“Sherwood Forest” is designed ex- 
pressly to delight child patrons who will 
enter the forest through spacious arch- 
ways, guarded by three huge trees. The 
walls represent forest scenes with the 
delightful characters from Robin Hood 
appearing here and there. When chil- 
dren are trying on shoes they will sit 
in cute little character chairs, and no 
matter where their eyes may rove they 
will gaze at scenes of meadow and for- 
est. A “story hour” will take place in 
“Sherwood Forest” every Saturday 
morning. 


Vanity Boot Shop Reopens 


BIRMINGHAM, ALA.—After being out 
of business in Birmingham for many 
months the Vanity Boot Shop is re- 
opening in the location of the old Col- 
lege Slipper Shop, at 1919 Third Ave- 
nue, North. The company was formerly 
just around the corner on Twentieth 
Street. 

The new store will be open on or 
around Feb. 1, according to Joe Tar- 
anto, president. 


Kinney Branch in Pawtucket 


PAWTUCKET, R. I.—Another link in 
the G, R. Kinney Co., Inc., chain of 
shoe stores has been opened at 250 
Main St. with Mr. Rodensky in charge. 
Mr. Rodensky has for seven years been 
associated with the firm in New Lon- 
don, Conn. 
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NEW YORK FOOT HEALTH HEADQUARTERS 
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A General view of the Women’s Department. 


New York, N. Y.—The Ground 
Gripper Shoe Store for many years at 
23 West 35th Street, has moved to 
larger and greatly improved quarters 
three doors west, at No. 29, and by the 
addition of Cantilever and Physical Cul- 
ture Shoes, become Foot Health Head- 
quarters. This step was made neces- 
sary by increasing business and a grow- 
ing spirit of confidence on the part of 
regular patrons that better times have 
come. 

In addition to modern fittings 
throughout, the new Foot Health Head- 
quarters has installed a complete equip- 
ment of “Orthometers” and “Ortho- 
graphs.” The “Orthometers” take pre- 
cise three-way measurements of size: 
foot length, foot width, and arch length. 
These three measurements are neces- 
stry, in the opinion of Foot Health 
Headquarters, to a truly correct fit. 
The “Orthographs” take imprints of 





stockinged feet and indicate both the 
type of the foot under consideration 
and the causes of the foot troubles 
which are bothering that person. 

With a full line of Cantilever and 
Physical Culture Shoes besides the 
Ground Gripper Shoes, the new store is 
able to supply a type of shoe for any 
type of foot and to give customers the 
complete and lasting comfort which 
they believe can come only when the 
correct type of shoe, properly fitted, is 
worn. Separate departments have been 
devoted to men’s and children’s shoes, 
the latter featuring the new shoes re- 
cently designed by Dr. J. H. Styles, Jr., 
orthopedic specialist, especially for 
children, which the makers state em- 
brace orthopedic features of proven 
value in a more comprehensive and 
effective way than prevailing styles of 
children’s shoes now on the general 
market. 














Theatrical Shoe Store 


PASADENA, CALIF.—A new theatrical 
shoe store known as the Pasadena The- 
atrical Footwear Company, specializ- 
ing in ballet, toe and tap, and spectacu- 
lar stage shoes, has been opened here 
at 69 West Colorado Street, with Jack 
Darling as manager. 

Mr. Darling is well known among 
theatrical shoe men both in Pasadena 
and Los Angeles. 

As a sideline in the new store stage 
costumes are made to order. A depart- 
ment for hand-made shoes is also main- 
tained. 





Wyoming Store Enlarges 


DENVER, CoLo.—Jack Tober, who for 
some years has operated a store of his 
own on Franklin Avenue in St. Louis, 








has sold his interest there and come to 
Cheyenne, Wyoming, to take over 
management of the Tober’s Shoe Co. 
store at 214 W. 16th St. there. The 
Tober firm is headquartered in Denver. 
Tober, who succeeds R. P. Phillips, is 
assisted by Jerome Tober. In past 
years the Wyoming house has handled 
women’s shoes exclusively, but the new 
management is planning to put in a 
complete stock for men and children, 
covering a variety of lines. The firm’s 
main store in Denver, located at 1519 
Lawrence St., is under the manage- 
ment of Harry Girsh. 





Graner Quits Business 


CLEVELAND, OHIO — Grover: E. 
Graner, who has been engaged in the 
retail shoe business for 27 years, is 
closing out his present shoe store at 
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WHERE TO BUY 


Women’s Shoes 
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KUSH-IN-EZE 


HAND TURNED 
FOOTWEAR 
IN STOCK 


Te 


No. 156 Black 
Kid $2.25 


~— 


No. 202 Black 
Kid $2.00 


SEND FOR CATALOG 


VAUGHAN-TOWLE CO. 
WAKEFIELD, MASS. 
(Division of L. B. Evans’ Son Co.) 


KKK KILL 
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WHERE TO BUY 


Men’s and Women’s 
Slippers 
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w. . CHASE & SONS, INC., 
AVERHILL, MASS, 

7 Stock—Men’s Full Leather Lined 
Handturned Slippers 
Priced from $1.75 
Kid Pullman Slippers 
colors and black with 
Snap Pocket $1.35 
‘Zipper Pocket $1.50 
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WHERE TO BUY 
Riding Boots 





RIDING BOOTS / 
* IN-STOCK 


For Men, Women and 
Children—also 
Jodhpurs and Field 

ts. 
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1108 Huron Rd., which is the smallest 
footwear shop in Cleveland. He ex- 
pects to wind up his business affairs 
by January ist and go to California 
but will return to Cleveland later. The 
little Graner shop had become well 
known for its cozy homelike atmos- 
phere. 







































WHERE TO BUY 
Shoe Trees 


QUICK PROFIT ITEM - 50) 


SIMPLEX SHOE TREES 


~~ 


WHERE TO BUY 


Children’s Footwear 


Sales Inereasi after year. In- 
fants te Growinn Ciris—ever 150 sum- 
bers In Steck. Ask for catalog. 


HERBST SHOE MFG. CO. 
MILWAUKEE, Wis. 


LANE BROS. CO., Boston, Mass. 
NEW ENGLAND STATES DISTRIBUTORS 








MRS. DAY’S IDEAL BABY SHOES 


Flexible Hard Soles. ..2-8 
Send for In-Stook 
beiclog 
MRS. DAY'S IDEAL BABY 
SHOE CO. 





Locust St. Danvers, Mass. 








Highest Grade Goodyear Welts. 
Infants’ to peutve iris’, Out- 
standing Values. Spring line will 
prove a Revelation in erchan- 

. Send for IN STOCK 


CHILD LIFE SHOE MFG.CO. 


MILWAUKEE wis. 
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THE SELLING END 


S. B. Morse, Brauer Bros. 
Sales Manager 


St. Louis, Mo.—Southwood B. Morse 
has been appointed Sales and Advertis- 
ing Manager of the Brauer Brothers 


SOUTHWOOD B. MORSE 


Shoe Company. Mr. Morse spent the 
first three years of his shoe career go- 
ing through each department in the 
factory from the cutting to the finish- 
ing room; and during the last three 
years, he has made a thorough study 
of lasts, patterns and leathers in addi- 
tion to his road experience. He is 
probably one of the best versed men in 
the trade in the graduation of lasts and 
patterns, having had charge of the 
sales of the Last-O-Meter Company of 
St. Louis during the past year. He 
graduated at Pennsylvania University. 


Rhames joins Lucey 


MippLeBorO, Mass.— Edward E. 
Rhames, wildely known factory execu- 
tive and until recently employed at 
the International Shoe Company’s 
plant, Manchester, N. H., has joined 
the John E. Lucey factory here and 
will direct the lasting and making de- 
partments of this progressive South 
Shore firm. Mr. Rhames was at one 
time with the Diamond Shoe Corpora- 
tion and the W. L. Douglas Company. 
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To Make Boys’ Shoes 


BrockToN, Mass.— Diamond Shoe 
Corporation have begun production on a 
new line of boys’ shoes to retail as $3, 
and have set a quota of 600 pairs daily 
for a start at their large factory here 
and in the new allied plant of this well- 
known company, the Brockton Ideal 
Shoe Corporation. 


Moves New York Office 


BrRooKLYN, N. Y.—Garofalo Bros., 
manufacturers of high grade ladies’ 
footwear, have moved their offices and 
showroom from the Marbridge Bldg., 
to the office of their sales agent, 
Bertram F. Wilson, 11 West 42nd 
Street, New York, Rooms 2534-2535. 


Arnold Bros. Moves 


East WEYMOUTH, Mass. — Arnold 
Bros. Last Co. have moved their plant 
from the neighboring town of North 
Abington to this town. The move was 
necessitated because of the expansion 
of their business, according to Charles 
H. Fitzpatrick, owner of the company. 
At the new location, the company will 
have twice the floor space it had 
formerly. 


TRADE LITERATURE 


Alden’s New Catalog 


ABINGTON, Mass.—A neat, pocket-size 
booklet is the C. H. Alden Co.’s latest 
contribution in catalogs. Seventeen 
styles are reproduced in photographs 
which faithfully portray the tone and 
character of the shoes. Careful use of 
type and white space give the booklet 
appealing dignity. 


City Sales Tax Considered 


BIRMINGHAM, ALA. — Birmingham 
and New Orleans may pass a city sales 
tax to meet lost revenue from other 
sources, it is indicated. The New Or- 
leans Tax Revision Commission has 
recommended a 2 per cent retail tax as 
a means of reducing the total property 
tax from 34.475 mills to 30.775 mills. 

City officials at Birmingham are con- 
sidering the plan but say it will not be 
adopted if it can possibly be avoided. 
No tentative rate has been set for this 
city. 


Gave Cheese Away 


Wausau, Wis.—The Porath and 
Schlaefer Shoe Co. shoe store cooperated 
with the National Cheese Week of De- 
cember 11 to 16 by offering a five pound 
brick of locally manufactured cheese 
with each purchase of $5.00 or more 
during the week. A window display of 
the bricks of cheese and men’s and 
women’s shoes helped make the stunt 
@ success. 
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Shoe Wholesalers to 
Extend Code 


Boston, Mass.—In connection with 
the recently-announced extension of the 
so-called “Blanket Code,” President F. 
B. Masterson of the National Associa- 
tion of Shoe Wholesalers has issued to 
the members of the association, and 
to the trade generally, the following 
bulletin: 

“President Roosevelt having pro- 
claimed an extension of the NRA 
President’s Reemployment Agreement, 
or ‘Blanket Code,’ from Dec. 31, 1933, 
to April 30, 1934, and requested all in- 
dustries and trades not yet under 
codes to continue to observe the spirit of 
the law during the supplementary four 
months, it should be a point of honor 
to all shoe wholesalers to comply with 
this request until their own code is 
approved by the National Recovery 
Administration. 

“Our Association strongly recom- 
mends this, and agrees with the Presi- 
dent when he says that ‘in the midst of 
winter and with many persons out of 
work, it is essential that the new year 
should not bring with it any let-down 
in the recovery program in the trades 
and industries.’ 

“It is gratifying to note our trade, 
and the country generally, approach- 
ing the New Year with such a pro- 
nounced spirit of optimism and con- 
fidence.” 


——— 


Chain Tax Upheld 


Detroit, MicH. — Michigan’s chain 
store tax was upheld in a decision this 
week by Circuit Judge Robert M. Toms. 
The Court held that the act was not 
confiscatory, and was purely a revenue 
measure. Pointing out that in the case 
of the largest chain, the Kroger Co., 
the tax was only eighty cents per day 
per store, he denied the right of appeal 
to prevent confiscation of property. The 
tax is graduated to very low rates for 
chains of a dozen stores or less, under 
which most shoe chains would fall. 


Men’s Size Feet Fitted 


New York, N. Y.—There is a win- 
dow display in the lower Broadway 
French Shriner & Urner recently in- 
stalled by manager James J. Viccaro 
which is attracting considerable atten- 
tion due to the dramatic way in which 
the story of the store’s stock resources 
are featured. 

This window is trimmed with men’s 
shoes in sizes 12 and up. There are 
sixteen pairs of shoes and five pairs 
slippers in the window all size 12 or 
over. Instead of the usual price tickets, 
there are “size” cards which tell the 
size and width of the shoe or slipper 
in the window. The display includes a 
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complete showing of men’s dress, sport 
and street shoes. 

A descriptive card reads: 

“13 is not a hard luck number with 
us. We carry plenty of styles in this 
size. Yes! 12, 12% too. Men’s shoes 
for Men.” 


Chiropodists Get Fitting Pads 


CHICAGO, ILL.—Pads of paper with 
fitting instructions have been sent out 
to all chiropodists and foot specialists 
in Chicago by the Boston Store as part 
of their new expansion project in 
health footwear. 

It is hoped that by means of these 
definite fitting instructions there may 
result a closer co-operation between 
the shoe department and the specialists, 
to the benefit of the customer who is 
having foot difficulties. 


Concentrates Men’s Stock 


DENVER, CoLo.—As a result of the 
announcement by Nunn-Bush of a new 
line of cheaper shoes to supplement 
regular price stocks, the Nunn-Bush 
Sample Store, operated by Sam Bren- 
stein at 917 Fifteenth street here, will 
shortly close out all other lines and go 
to Nunn-Bush stock exclusively. The 
change will be made just as soon as 
other stock can be closed out, which 
will probably take about two months, ac- 
cording to Brenstein. 


Novel Hose Promotion 


St. Paut, MINN.—Husch Bros. in- 
troduced a new hose under novel cir- 
cumstance. A numerological reading 
was given without charge to every per- 
son buying three pairs of hose on open- 
ing days. The reader was Miss Con- 
stance Davis, well known in the Twin 
Cities, and was based on birth dates of 
customers. The event excited much in- 
terest among patrons. 


A Cakelike Display 


DALLAS, TEx.—Resembling a giant 
four-layer cake, a special display of 
shoes has been arranged at the A. Har- 
ris & Co. slipper shop. Each layer 
serves as a pyramid step for displaying 
dozens of spring shoe styles and colors. 
The base is decorated in silver and cen- 
ters the shoe section. 


Buys Gray’s Factory 


OAKLAND, CALIF.—Joseph Landowitz, 
for a consideration of $1,000 cash, has 
purchased the entire establishment of 
Gray’s Shoe Factory, 1606 San Pablo 
Avenue, Oakland, from Frank Neville, 
the executor of the estate following the 
recent death of S. J. Gray. 


Scott K. Newcomb 


ROcHESTER, N. Y.—Death last week 
claimed Scott K. Newcomb, organizer 
of the Newcomb-Anderson Shoe Com- 
pany, manufacturers, and one of the 
pioneer men in the trade. He was 83 
years old. 


WHERE TO BUY 


Dancing Shoes and Taps 





TAP SLIPPERS 
with Taps 

One strap 1.65 

Black Kid + Ribbon tie 


1.70 
One strap 1.85 
Ribbon tie 1 


BROOKS SHOE MFG. Co. 
Swanson & ner Sts. 


Patent 
Leather 








n 
Philadel 











OweENs SHOE Co. 


589 Essex St., Lynn, Mass. 





WHERE TO BUY 


Women’s Shoes 





GENUINE HAND TURNS 


$335 


ONE 
GOOD TURN 
SELLS 
ANOTHER 
FOR JANUARY GRADUATIONS 
NO. 1108 WHITE KID EDNA 


20/8 Heel—AAAA to C 
2% to 8 Pointed Toe Last 


DODGE, BLISS & PERRY ix. 


NEWBURYPORT, MASS. 
“THE CORRECT DODGE FOR ALL OCCASIONS” 








IT WILL PAY YOU TO SEE 
OUR COMPLETE LINE 
OF 
HIGH STYLE 
WOMEN’S SHOES 
AT 
M.A.S.R.A. CONVENTION 
HOTEL ADELPHIA 
JANUARY 6 to 13 


BETT SHOE CO. 
58 N. 4th ST., PHILADELPHIA 
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BOSTON OFFICE OF U. S. M. CO. SINGS CAROLS 





First row, left to right—M. C. Nolan, L. B. Huebener, R. M. Stetson, A. H. Thompson, F. Cantelmo, C. H. Tucker, W. Connell, 


C. Markey, Jr. 


Second row, left to right—E. D. Smith, H. S$. Whitley, H. S. Stanbon, A. Cammick, N. G. Loud, L. I. Poole, L. Far- 


num, N. Hill, H. E. Getchell, W. H. Blair, K. H. Simonds, J. F. Clifford, A. E. Brandt. Third row, left to right—T. A. Higgins, B. E. 
Smith, F. C. Gates, H. A. Baker, j. W. Coolidge, K. Kilburn, W. A. Sprague, F. B. Kershaw, A. S. Ward, C. N. Ward. Fourth row, 
left to right—A. M. Reeves, J. T. Keefe, R. W. Hallett, G. J. Perry, S. W. Winslow, Jr., J. C. Stout, H. I. Blair, L. B. Hooper. 


Boston, Mass.—The officials and 
members of the Boston office of the 
United Shoe Machinery Corporation, 
and many friends assembled for carol 
singing on the 4th floor of their build- 
ing, Federal and High Sts., on Thurs- 
day and Friday mid-days, Dec. 21, 22. 


In addition to the singing, instru- 
mental music was furnished by the 
USMC Boston Office Orchestra; and 
John S. Herrick, a National Broad- 
casting Co. artist and former employee, 
sang solo numbers for the enjoyment 
of a host of old friends. 








Another Krohngold Branch 


HamTRACK, MicH.—The Krohngold 
Shoe Company opened a branch store 
at 9450 Jos Campau, with a full line of 
men’s, women’s and children’s shoes. 
Jack Howard, formerly with the Cleve- 
land store, is manager. The building 
has been entirely remodeled with new 
fixtures, windows and front. Mr. How- 
_ ard reports that C. W. A. checks are 

coming in very nicely, showing that 
people will buy if they have the money, 
and that present conditions make him 
feel that about the first of the year 
business will be much better. 


Cannon Branch in Macon 


Macon, Ga.—The Cannon Shoe Store 
was formally opened December 15. It 
is the newest member of the Cannon 
chain of shoe stores, with headquarters 
in Baltimore, and is managed by F. H. 
Horton. J. B. Hewin, manager of the 





Southeastern district for the Cannon 
stores, assisted in the opening of the 
store. 


Dept. Store Changes Hands 


WEBSTER, Mass.—William Dick, Sr., 
has become sole owner of the Boston 
Store, local department store, until re- 
cently operated by the John W. Dob- 
bie Co. with Frederick S. Opie as pres- 
ident and Elmer J. Stone, treasurer. 
Mr. Dick has been a stockholder, act- 
ing as general manager for the past ten 
years. 

At present, Mr. Dick is president and 


Recorder Chicago Office Moves 


The Boot and Shoe Recorder is again located 
in the Republic Building at Room 209, Chicago. 

B. C. Bowen, Recorder Western manager, is 
in charge. 





These gatherings, which filled the 
assembly room to capacity and were 
held this time for the fourth consecu- 
tive year, were conducted with impres- 
sive simplicity and in an atmosphere 
of appropriate Christmas spirit and 
good cheer. 


treasurer; William R. Dick, assistant 
treasurer, manager and clerk of the 
corporation and Marion G. Dick, di- 
rector. ; 

The firm is the oldest and largest de- 
partment store here and features all 
wearing apparel, clothing and footwear 
departments. 


Gruner Opens Branch 


LAKE WortH, F1a.—Leon’s Shoe 
Store is opening here under the man- 
agement of Leon Gruner. This is a 
family shoe store carrying footwear for 
men, women and children and offering 
a splendid line at popular prices. Mr. 
Gruner was in the shoe business in 
Lake Worth some time ago and his 
old friends and patrons welcome him 
back again. He is proprietor of Leon’s 
Shoe Store at West Palm Beach and 
handles the same line of shoes in both 
stores. 
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ee | his popular type 
A of shoe construction 


a is found in a wide 


range of smart styles 








UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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CLAWIFIED ann WANT A 


A DEPARTMENT 
WHERE EMPLOYER 
AND EMPLOYEE, 
BUYER AND SELLER 


MEET . 


e ° e © 























SALESMEN WANTED 


SALESMEN WANTED 


POSITION WANTED 











New England Salesmen 


The Simplex Shoe Mfg. Company is in- 
terested in receiving applications from 
live-wire salesmen, experienced, who have 
traveled in New England territory and 
know the trade. Preference given to men 
with juvenile shoe experience. Please 
five full information in your first letter 
as to past experience, lines represented, 
number of years in territory, yearly sales 
and shipments, age, etc. 


Simplex Shoe Mfg. Company 
Milwaukee, Wisconsin 








W following Experienced salesmen, with good 
Lege g for New England states, Middle 
Pacific Coast to solicit Jobbing, Chain 

bes ‘Sonnanes Store trade on ae grade 
Pre-welt shoes, on commission basis only. Can 
be carried as side line. Address D-581 

Boot & Shoe Recorder, 239 West 3%h Street, 
New York, 





VOLUME PROPOSITION. Have opening in 
Pennsylvania and New York with complete 
line men’s Welts retailing $3 to $4, sold only 
to well rated merchants. Our prices lower than 
any competition for same quality. Only thor- 
oughly experienced shoe salesmen with good rec- 
ord need cpply. $200,000 territory. Direct 
Shoe Company, Box 30, Nashville, Tenn. 


SALESMEN to carry as side line on strictly 
commission basis, popular price padded sole 
house slippers and beach sandals =o = 
price from 20c to 50c for volume users, 
stores, jobbers and smaller stores who carry 
first or second credit ratin a. Must be intimately 
acquainted with the trade who can produce 
immediately, as we do not intend to waste 
time. Factory must be kept busy, daily produc- 
tion ten thousand pairs. eal co-operation. All 
territories open. Address D-600, care Boot & 
Shoe Recorder, 239 West 39th Street, New 
Work, BF. 


ALESMAN: Wanted by mill manufacturing 
fabrics for the slipper and shoe trade. Have 
openings for men to sell on strictly commission 
basis in St. Louis, Chicago and Boston terri- 
tories. All answers will be treated strictly con- 
fidential. Reply giving full details as to past 
and present connections, lines now carried and 
territory covered. Address D-601, care Boot & 
shee a 239 West 39th Street, New 
or’ 











EXPERIENCED salesmen to carry popul 
pale men’s, boys’, growing girls’, misses 
children’s s mission basis only. 
territories open. References with applica- 
tion necessary. Brilliant Brothers Company, 
182-184 Lincoln St., Boston, Mass. 
AGENT WANTED—Experienced shoe _sales- 
man to travel Michigan, including Detroit 
with well known line " 


Commission basis. ; dress 
D-591, care Boot & Shes. : anata 239 West 
39th h Street, New York, 
S priced lad wented for Ninel line of low 
Fan aeen shoes. Interested only in party 
of on agg Tc 
tunity Po producer —- business. ress 
D-593, care Boot & es Gprerder, 239 West 
39th Street, New vie N. 
LL KNOWN SHOE SOLISH MANU- 


N VARI. 
PORTU- 
ON. _AP- 
PLY BY LETTER LY. . BENNETT, 
49 WOOSTER STREET, NEW YORK CITY. 
WESTERN Pennsylvania territory available 
with men’s dress welts in stock line retailing 
$3 to $5. Some established business. Applica- 
tions considered only from experienced shoe 
geleomen, J. W. Carter Company, Nashville, 
‘enn. 
ALESMEN wanted for short snappy line of 
men’s $5 retailers, B on made. Give full 
information in first letter. A. Freedman & 
Sons, Inc., Brockton, Mass. 




















TDE LINE INFANTS’ PREWELTS ayvail- 

able to men with established trade. 8%. 
Complete stock. Will consider only applicants 
who can give present connection as reference. 
Address D-602, care Boot & Shoe Recorder, 
239 West 39th Street, New York, N. Y. 





POSITION WANTED 








TO HELP YOU MAKE 
MORE PROFITS 


A young man, 26 years of age, will 
goanywhere. Eleven years’ retail shoe 
experience. Five years as Mgr. Ladies’ 
Medium-Priced Stores. 

Knows merchandising and advertis- 
ing. Expert fitter and salesman. Best 
of references. Salary expected $120 
month. 

Write G. E. LASHLEY 
RD#1, Johnstown, Pa. 














ADVERTISING and 
Sales Promotion Manager 


Now Employed by one of the largest 
manufacturers, wants a similar job 
with a more progressive and aggres- 
sive organization. 
QUALIFICATIONS: Majored in Ad- 
vertising and Marketing in of ay. 
Spent two years as member of Adv. 
Staff with large Penna. mfgr.; six 
years as Account Executive with 
good Adv. Agency; two years as Adv. 
and Sales Promotion Mgr. of large re- 
tail shoe chain. Healthy, married, am- 
bitious and accustomed to hard work. 


Address D-596 
Care Boot & Shoe Recorder 
239 W. 39th St., New York, N. Y. 











OUNG MAN: Wiping 0 do znything. Cap- 

able typist, expert office worker, ability at 
mimeograph, addressograph, filing syStems, han- 
dling correspondence. nowl ge advertising, 
journalism. Some sales experience oe 
portunity more important than high “salary. A 
dress D-599, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 





To Manage Your Store 


Some store, somewhere, needs 
me. Experience: 12 years as re- 
tail shoe store executive. Man- 
aged store with million-dollar 
volume. General manager of one 
of the most progressive organi- 
zations in the East. Married. 
Age 32. Willing to go anywhere. 
Address D-598 


Care Boot & Shoe Recorder 
239 W. 39th St., New York, N. Y. 











Wrew 


ie ea 
ears), 
dress 5.597, 
West 39th 


care Boot & Shoe 
9th Street, New York, N. Y 





Classified advertising is 





CLASSIFIED ADVERTISING RATES 
re steerer Ss oy fe eatin ceases 


classified 
twelve words should be added for 


payable in advance. : 
OF Advertisoments or thie page must be in our Mew York office on Friday of the week preceding publication, 
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HELP WANTED 





DESIGNER and production man wanted for 
established firm making low priced ladies’ 
shoes. Good opportunity for man with right 
ualifications. Address D-594, care Boot & 

Recorder, 239 West 39th Street, New 
York, N. Y. 


LINE WANTED 


EXPERIENCED Shoe Salesman with long suc- 
cessful selling record desires line of shoes for 
Pacific Coast on strictly commission basis. Ad- 
dress D-595, care Boot & Shoe order, 239 
West 39th Street, New York, N. Y. 


WANTED—Low or medium priced line for 
Pittsburgh headquarters. Over ten years 
with International Shoe Co. Real following. 
Satisfactory references. Travel in car. Address 
D-592, care Boot & Shoe Recorder, 239 West 
39th Street, New York, N. Y. 




















BUSINESS OPPORTUNITY 








YOU CAN HAVE A BUSINESS PRO- 
FESSION OF YOUR OWN and earn big 
income in service fees. A new system 0 
foot correction: readily learned by any 
one at home in a few weeks. Easy terms 
for training; openings everywhere with 
all the trade you can attend to. No capi- 
tal required or goods to buy; no agency 
or soliciting. Established 1894. Address 
Stephenson Laboratory, 21 Back Bay, 
Boston, Mass. 











HOTELS 





JUST WEST of BWAY 


NEW YORK 


1000 ROOMS... EACH WITH RADIO 
BATH and SHOWER, CIRCULATING 
ICE WATER, LARGE CLOSETS 





ropa $50 Sues $600 





Kids Create Slipper Shortage 


Fort WortH, Tex.—A scarcity of 


small-sized evening slippers was noted 
in Fort Worth shoe stores during the 
Christmas rush—all because of the in- 
creasing number of 12 and 13-year-old 
girls who are “stepping out” to dances 
now just as their older sisters do. 

Several of the local shoe stores, 
which probably did not consider this 
new crop of small-footed patrons when 
they bought evening slippers last, sold 
their few pairs of thrss and fours in a 
hurry, thereafter losing sales because 
all the evening slippers they had left 
in stock were large sizes.. Silver 
sandals were most in demand by these 
younger misses. 


SHOE STRETCHER 


VAMP RAISER and LENGTHENER 


Should be in every shoe store. Relieves 
and permanently corrects tight-fitting 
shoes. Raises vamp from throat to tip. 
Lengthens too short shoes. Made of 
best grade of cold rolled steel, nickel 
plated. For sale by shoe findings jobbers 
and wholesale shoe h everywhere, or 
send your order direct to us. 


$5.00 COMPLETE “hia 





NU-WAY SHOE STRETCHER CO. 


4367 Duncan Ave St. Louis 











HOTELS 





uv St. Louts tts 
iC cal| 


81H & ST. CHARLE 


‘91H 6 WASHINGTON 


4 50 andup 


WANTED TO PURCHASE 








Buyers of Surplus Stocks 
We will buy surplus or entire stocks of shees 
from manufacturers, jobbers or retailers. 
QUANTITY NO OBJECT 
KIRSCH - BLACHER CO., Inc. 


590 Broadway New York 
Phone Canal 6-4298 and 4299 








WE BUY 
Entire or Surplus Wholesale and Retail 
Stocks. Also Branded Shoes euch as 
Walk-Over, Florsheim, Enna-Jettick, Vital- 
ty, Arch Preserver, Queen Quality, 
tonians, Etc. 


IRVIN RUBIN 
“The House of Jobs’’ 
89 Reade St. Cor. Church 
Phone Barclay 7-7887 New York City 








POSTER @ DEUTSCH 
436 Grand St., New York City 
Phone Dry Dock 4-0352 
— BUY FOR CASH — 
entire or surplus stocks of 
SHOES—DEPT. STORES 
Leases assumed Transactions confidential 




















World Famous 


National history makes 
the background—mod- 
ern perfection in hotel 
life makes the fore- 
ground at 


“The Residence of Presidents” 
Washington, D. C. 
H. P. SOMERVILLE, Managing Director 





Rugs of Sheep 


Peasopy, MAss.—Tanners have quite 
a volume of business on rugs which 
they make by taking sheepskins of large 
spread, tanning them with the wool 
on, and then dyeing them in beautiful 
hues. These wooly skins, lang and 
fleecy, also serve for couch covers, wall 
hanging and interior decorations, and 
for coat linings and trims, children’s 
muffs and toys and other articles. 



































Big Winter Sports Season 


ConcorD, N. H.—Big doings in 
Winter sports are planned by the New 
Hampshire State Development Commis- 
sion, Saturday ski parties and Saturday 
baked bean suppers being one of the 
novel combinations, and for the benefit 
of Bostonians there will also be baked 
beans and fish cakes for Sunday morn- 
ing breakfast. 

The biggest and best season for Win- 
ter sports yet is provided for by the 
program presently outlined, there be- 
ing more miles of ski trails in the 
mountain and lake regions than in any 
former year, and, also, more toboggan 
chute, and more miles of open road, and 
the cities and towns all along the line 
are preparing to entertain Winter 
visitors. 

Ski boats, snow shoes, and other 
equipment for Winter sports already 
are selling briskly in New England 
stores. 








THIS WEEKS BOUQUETS 


_ Cannot Afford to Miss One Copy 


For a great many years I have read your 
magazine and found it interesting and very 
beneficial. 

At this time I am going into business and 
featuring corrective shoes. From experi- 
ence, | know I cannot afford to miss one 
copy of your publication. 


Milton M. Goldfarb, 
505 Fifth Ave., New York City. 


vvv 
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A BUYING GUIDE TO 
OUR ADVEIR,TIVERY 
ISYUE 





BOOTS AND SHOES 


Ault-Shackford Shoe Co., Auburn, Me.... 39 
Bass, G. H., Co., Wilton, ae pep eeveewsneees 40 
Bett Shoe Co., Philadelphia, cweenewes 3 
Brooks oe Mfg. Co., Pitiadelpbia, Pa... 4 


Chase, W. & Sons, Haverhill, Mass.. 41 
a Vite’ “Shoe Mfg. Co., Milwaukee, 
ae 


Mas 
Connell, J. M., Shoe Co., South Braintree, 
41 


ME. waw'y 4 Read Ges Vuwas o 4 .a6 a weuedes oe 


Davidson Shoe Co., Nashville, Tenn....... 10 
Dodge, Bliss & Perry Co., Newburyport, 
a rr ae 43 


Ebberts, John, Shoe Co., a N. X.. 
Endicott-Johnson, Endicott, N. 


Goodrich, B. F., Footwear Corp., Sean 
DE" 6.2d0 0s teawe snes Tote esiessus' dedee 33 

Herbst Shoe Mfg. Co., Milwaukee, Wis.... 42 

Mishawaka Rubber & Woolen Mfg. Co., 
EEL, SUI, wv cnso445'6 62.00.6650 2nd Cover 


Mrs. Day’s Ideal ‘Baby Shoe Co., Danvers, 


Mass. 


Nettleton, A. E., Syracuse, N. Y.......... 40 
Old Colony Shoe Co., Brockton, Mass...... 40 
Owens Shoe Co., Lynn, Mass............. 43 


Peters, Branch of I. 8S. Co., St. Louis, Mo.. 34 
Richards & Brennan Co., Randolph, Mass. 40 
sae Johnson & Rand, St. Louis, Mo.. 23 
Shaw, T., Inc., Coldwater, Mich........ 37 
Smith, * P., Shoe Co., Inc., Chicago, Ill... 40 
United States Rubber Co., New York City, 
Front Cover 


Vaughan-Towle Co., Wakefield, Mass...... 41 


LEATHER AND OTHER MATERIALS 


Allied Kid Co., Boston, Mass............. 1 
Goodyear Rubber Co., Akron, Ohio...... 24-25 
Levor, G., & Co., Inc.; Gloversville, N. Y..2-3 
Lima Cord Sole & Heel Co., Lima, 0. .3rd Cover 
Ohio Leather Co., Girard, Ohio..... Back Cover 
Surpass Leather Co., Phila., Pa........... 32 


MACHINERY, LASTS, MFRS.’ SUPPLIES, 
DRESSINGS, ETC. 


Littleway Process Co., Boston, Mass....... 36 
United Shoe Machinery Corp., Boston, 
OTT Tre ene 6-7-36-45 


SHOE ACCESSORIES 


Nu-Way Shoe Stretcher Co., St. Louis, Mo. 47 


Simplex Shoe Tree Co., Chicago, Ill....... 42 
MISCELLANEOUS 

American Red Cross New York City...... 4 
American Weekly, New York City........ 5 

Hotel Edison, New York City............ 47 
Hotel Martinique, New York City......... 38 

Hotels Mayfair-Lennox, St. Louis, Mo...... 47 
Hotel Willard, Washington, D. Bit, «acs 47 
Kirsch-Blacher Co., Inc., New York City.. 47 
Poster & Deutsch, New York City......... 47 
Rubin, Irving, New York City .........«++ 47 
Stephenson Laboratory, Boston, Mass...... 47 











Discontinues Store 


CHICO, CALIF.—Thomas H. Richards 
announces he will discontinue his shoe 
business here, known as the R. E. 
Roberts Shoe Store. 


eee ee) 
OBITUARY 
a 


Aaron L. McDonald 


BrocKToN—Many of the industry’s 
leaders and State and civic representa- 
tives attended the funeral services last 
week of Aaron L. McDonald, treasurer 
of the Charles A. Eaton Company, 
Brockton, who died following an attack 
of pneumonia. 

Mr. McDonald joined the Eaton com- 
pany in 1901 and was a valued member 
of the executive staff of the company, 
having succeeded Edgar B. Davis, 
wealthy oil promoter, as treasurer of 
the Eaton company. 





Frank E. Hanley 


BrockTon, Mass.—F rank E. Hanley, 
president of the H. & H. Blacking Com- 
pany and well-known figure in the 
manufacturing field, died following a 
brief illness. Identified with the black- 
ing and stain business for more than 
25 years, Mr. Hanley was well known to 
factory executives throughout the in- 
dustry. 


William Oldenburg 


New ORLEANS, La.—William Olden- 
burg, retired shoe merchant, is dead 
after an illness of three weeks. His 
firm, William Oldenburg and Son, has 
been continued at 5214 Magazine Street 
by his daughters and son. The de- 
ceased is survived by four daughters 
and one son. 








James A. Driscoll 


South Easton, Mass.—James A. 
Driscoll, nationally known wood heel 
manufacturer, who had been ailing in 
health for more than a year, died. For 
many years Mr. Driscoll was identified 
with the Ross Heel Company, manu- 
facturers of wood heels and at one 
time was employed with other makers 
of wood heels in the Pennsylvania area. 
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CALZADOS ALTA FANTASIA => ** 


CIUDADELA 
peseacno ¥ pnp we OALEARES) ~~ 
PLAZA COLON. 


Sres. mios: 
mas les habre 





clup 
~~ au EA 


BULB SHAPED HEEL 


PATENT No. 1,885,598 


| paar podre 
i convenience a 
consumiries partidas de 
;mportancia- 
En la confianza de 
complacido, me re 
de Vdes. 


None Genuine 
UNLESS 


Gentlemen: 


T' 
ll be very grateful if 
end me your 


No Seams Inside 


AND 


atto. S. 5- 
Luis Esteban. 


pP- 


ciudadela, 
1933 


25 Novbre ° 


A LETTER FROM SPAIN 


The appearance of the KALI-STEN-IKS 
SEAMLESS QUARTERS is so fine and 
the merchandising advantages so great 
that we are constantly receiving inquiries 
from foreign countries. The above letter 


is a true testimonial of the merchandising 


appeal of KALI-STEN-IKS. 


NoSeamsOutside 
THE QUARTERS 


Hoping you will 


with my request, s eLY 


I an, 


Yours truly, 
Luis Esteban 


ITS TRANSLATION 


The quality of the SEAMLESS QUAR- 
TERS is just as superior as its appear- 
ance. There are no seams inside or outside 


the Quarters. 


Write for Booklet and further details on 


this rare merchandising feature. 


NEW YORK OFFICE 


THE GILBERT SHOE COMPANY 


LOS ANGELES OFFICE 
THIENSVILLE, WISCONSIN = sitaterince st 


327 GROSSE BLDG. 
LOS ANGELES, CAL. 
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at the Post Office at New York, N Y.. under the act of March 3, 1879. Subscription price $3.00 per year. Printed in U.S. A. 
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BETTER LASTING 


means better shoes 













LITTLEWAY LASTING 
means BETTER LASTING 


HAND MOTION PINCERS 
with PERFECT DRAFTING 
give TIGHT LASTED and 
SHAPE RETAINING SHOES 





No metal 
contacting the foot 


LITTLEWAY PROCESS COMPANY 


140 FEDERAL STREET, BOSTON, MASSACHUSETTS 
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LININGS WILL TELL 


She likes the shoe in the show-case, and she especially likes the final fillip that 
the smart lining gives it. She doesn't know that it was detailed with special 
care, because the retailer realized just how important a lining can be when a 
shoe is on display. 

@ 


VODE KID LININGS INCLUDE 


STAPLE SHADES PASTELS 
Light Grey No. 197 oh No. 109 
Blue No. 110 
Pearl Grey No. 180 Green No. HII 


Water Lily No. 151 
a No. 54 DARK COLORS TO BLEND WITH 
Whit HOSIERY SHADES 

ite 


Fawn Brown No. 117 
Flint Grey No. 1/8! 





STANDARD KID DIVISION 
ALLIED KID COMPANY 


209 South Street, Boston, Massachusetts 
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AN EXAMPLE OF 


BLACK MAGIC 








erry SN GS EES EY CED EP 
o.oo ee 6 ee as ere Ge a a 
[oa ate eae Sees see 


























JOHANSEN BROS. SHOE CO. 


COLONIAL BLACK PATENT 


combine to produce this interesting example of what 
original designing and fine patent leather can achieve. 
Johansen Bros. Shoe Co. selected Colonial Patent 
for this original and striking open-shank sandal be- 
cause of its superior quality . . . greater uniformity 


. .. workability and wearability. 


COLONIAL PATENT 











COLONIAL TANNING 
COMPANY 


BOS TON 
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hat 1s your answer to 
these two vital questions ? 


H] can you sell a lot of canvas shoes? 


2 Can you make money on them? 











DESIRABLE FEATURES 
WHICH ARE WORTH MORE 
TO YOUR CUSTOMERS 


XTRULOCK CONSTRUCTION. - 
This patented process molds 
each Goodrich Shoe into one 
smooth unit with no stitching 
and without a single seam to 
chafe feet or wear out socks! 
Foxing and trim locked to 
fabric—longer wear and orig- 
inal attractive appearance al- 
ways retained. 


HYGEEN INSOLE. The original 
green insole actually prevents 
excessive perspiration odor. A 
valuable saies feature because 
parents ask for it, prefer it and 
pay a profitable price for it. 


a 
’ 


POSTURE FOUNDATION. Now 
comes Posture Foundation in 
certain Goodrich models — 
Posture Foundation is insur- 
ance against flat feet. 


VENTILATED UPPERS. Tiny air 
apneee in the canvas uppers of 
the New Kind of Goodrich 
Sport Shoes let the fresh air 
shoot right thru the fabric, 
cooling and drying the feet. 


WASHABLE. Goodrich Sport 
Shoes are washable in plain 
soap and water. No artificial 
stiffening to wash out and leave 
the canvas limp! Mothers ap- 
preciate this feature! 






















ie 


@ Scouts from the firing line report to us that there were 
a lot of dealers last year who sold a lot of canvas shoes — 
but did NOT make a lot of money selling them, due to 
price-cutting competition! 

You don’t have to fear cheap competition if you handle 
the New Kind of Goodrich Sport Shoes! 

Why? For two good reasons. First, because a Goodrich 
Sport Shoe isn’t just another canvas upper with a rubber 
sole attached. It’s a truly different, New Kind of canvas 
shoe with real definite sales features which the public 
wants! 

The second good reason is the Goodrich sales policy 
which includes suggested minimum retail prices, in- 
suring you a substantial margin of profit. 

Why not assure yourself of a good volume of profitable 
canvas shoe business in 1934 by deciding right now to 
handle the New Kind of Goodrich Sport Shoes this year? 
Write us today for further information! 


THE B. F. GOODRICH FOOTWEAR CORPORATION 
Watertown, Massachusetts 








THE NEW KIND OF 
Goodrich Sport Shoes 





When writing advertisers please mention Boot and Shoe Recorder 








BOOT AND SHOE RECORDER, January 13, 


tee i 
5 SR nonce ae 


7 mews 
a a ee ee Soy. 
% 


ed 


nde 


Women’s side lace turned shoe 
with Prunella cloth top and 
edges. Counter protected by a 


patent leather trimming. 


Made in U.S. for select 
New York trade 
ebout 1850. 
at 


geen 





Fog 


Courtesy of United Shoe Machinery Corp. 
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STYLE No. 2212 


Candardize OV Grams (Brande. Low cut, one eyelet tie. New 
model. In stock for spring. Using 
” Evans Ruby Black Kid—also carried 

— 


in Brown, Blue and White Kid. 








CAMDEN, N. J. PHILADELPHIA 
CINCINNATI «ST. LOUIS BOSTON + MILWAUKEE 
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EVERYTHING 


Style—Quality 
Health 


Pe a 7 _ Po pular ay ity 
POWERS Fark 


MERC. CO. 


INDIANAPOLIS 





<— 
2/2. Busters are 


always 


Buster BRown STUltA upstairs 


A: , 
TUE? RAD eAlGH) enaega never in 
aw: ag" ° 
bargain 
basements 
IR, 


For Boyvs—for Girls 
Wrewd Banos G \e es a bal °° SAINT LOUIS 
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